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ADVERTISER'S WEEKLY 


Tribute to the 
‘Weekly’ 


Sir,—As one of the early contri- 
butors to ADVERTISER'S WEEKLY 
during the first few years of its 
foundation by Jake Akerman, I 
was thrilled to receive a copy of 
your May 5 issue. 

“Contact,” in his light-hearted 
historical review of advertising, 
has performed a _ remarkable 
achievement, and to me his survey 
makes fasginating reading. There 
must, of course, be omissions in 
a short reflection of this kind; 
but one of the most significant 
is a well-deserved acknowledg- 
ment to the part played by 
ADVERTISER'S WEEKLY since its 
first issue. 

Any attempt to 
history of 
record a 


_ record the 
advertising should 
tribute to the trade 


THIS WEEK 


The development of automatic 
merchandising —page 408. 


NEXT WEBK 
Republic of Ireland Supplement. 


press, for without their support 
the voluntary work of the indi- 
vidual pioneers would have come 
to nought. 

Since my time there have, of 
course, been many other changes ; 
but for the spirit which led to 
the foundation of ADVERTISER'S 
WEEKLY and maintains it unabated 
in vigour, plus the spirit which 
has underwritten so many British 
vocational institutions among 
them the desire to give voluntary 
unremunerated service for the 
advancement of the community. 
and to work for the general 
increase of knowledge, refined 
taste and useful industry—there 
is only one appropriate epithet— 
Esto perpetua. 

W. T. Day. 


Publicity Club of London. 


Apply for particulars to Advertisement Manager, Phoenix Building Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, W.!. 


To The Editor .. 


Controlled circulation 


The controversy 
develops 


Sm, — Many advertisement 
managers and space representa- 
tives of trade and technical pub- 
lications sold by subscription will 
welcome E. D. Byfield’s letter 
(May 12). They will quote it 
widely, particularly if they 
happen to be in the field in com- 
petition with a controlled circu- 
lation paper. 

But is the garden as rosy as 
Mr. Byfield paints it? I have 
been handling trade and tech- 
nical accounts for 17 years. All 
this time I have been in direc 
(not direct mail) touch with 
businessmen who subscribe to 
the papers whose cause Mr. By- 
field appears to be championing. 

They all, without exception, 
deplore the number of publica- 
tions they receive. Many get ten 
or more. In most cases they feel 
they (a) ought to have them 
“just in case,” (b) always have 
had them, (c) mean to stop them 
but haven't got round to it, (d) in 
any case do not pay personally. 


‘Too much puff’ 

In every case they say they just 
haven't got the time to read them 
and wish advertisers would cut 
their copy. Many employ a junior 
or secretary to run through them, 
marking items of interest. 

Much of the editorial is “puff,” 
either under the guise of interest- 
ing installations or projects 
(with advertisements for sup- 
pliers “tied in”), or comes under 
the heading of “personal news,” 
“trade notes,” “new equipment,” 
etc. My own agency supplies 
much material of this type and 
we are by no means alone. Many 
advertising managers and public 
relations officers spend half of 
their lives thinking up “news 
items.” 


Results count 


While I do not underrate the 
value of editorial to clients, such 
stories are rarely presented or 
adapted by the papers to suit the 
field they cover. Much is printed 
exactly as sent out. 

But what I do like about ad- 
vertisements in controlled circu- 
lation media is results. There is 
no doubt of their pulling power 
and, where the publication is 
properly circulated, one does not 
get “first year’s student” enquiries 
for expensive catalogues and 
brochures as is often the case 


with journals sold by subscrip- 
tion. 

A single advertisement tests 
the medium. There is no need 
for a long series to warm up the 
market. Editorial pulls, too. You 
have precise details of readership 
and circulation (which so many 
publishers hide or present so 
generally) and you can write to 
a market. These controlled cir- 
culation papers are “tough on 
puff.” If it’s not news it's out. 

I agree that there are some 
controlled circulation papers 
which do not live up to the stan- 
dards but on the whole I am in 
favour of their continuation and 
prefer them to the paid-for pub- 
lications of the type which even 
more closely resemble “mail 
order” catalogues. 

One such journal recently had 
230 pages of advertising followed 
by 64 pages of editorial (31 pages 
were puffs), and 160 pages of ad- 
vertising. This represents an 
editorial to advertising ratio of 
1:7. Few controlled circulation 
Papers give such poor value. 

TECHNICAL PRACTITIONER. 
(Name and address supplied) 


‘Valuable defence 
of trade press’ 


Sir,—E. D. Byfield’s letter was 
a valuable defence of the trade 
paper with a paid circulation, 
against the controlled circulation 
publication. I think, however, 
that he goes too far in asserting, 
in effect, that controlled circula- 
tion papers are no more than 
catalogues. Some, it is true, are 
not far removed from catalogues. 
in their physical appearance, but 
there are others, in this country 
and in the USA, which compare 
well with ordinary trade papers, 
both in editorial content and 
independence of policy. 

L. FENEMORE SLEIGHTLY. 
Circulation manager 
Conference News, 
Stratford-upon-Avon 


Trawling up 
red herring? 


Sir,—As a director of a com- 
pany publishing fish trade papers 
I read with amusement the red 
herring which E. D. Byfield so 
skilfully trawled up. 

No publisher in his right senses 
prefers to give his publication 
away if he can sell it, but some- 
times it is possible to give the 
advertiser a better service by the 
issue of a controlled circulation 
publication—an aspect that Mr. 
Byfield ignores. 

We possibly have the best of 
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two worlds. We publish the old- 
established weekly Fishing News, 
and we sell over 5,000 a week. 
Fishing News is read by the 
catching side of the industry— 
trawler owners, skippers, fish 
processors, etc. 

But it is no use catching fish 
that can’t be sold, and we realised 
that a need existed for a paper 
which would be read by every 
registered fishmonger in the 
United Kingdom. The only way 
to guarantee this 100 per cent 
readership was by means of con- 
trolled circulation—hence the 
launching of our monthly, Fish 
Selling. 

This certainly contains no trade 
“gossip” or social pars. The 
whole of the editorial is devoted 
to practical articles to help the 
retail fishmonger sell more fish. 
Articles as long as 1500 words are 
commonplace hardly “mail 
order catalogue presentation” as 
suggested by Mr. Byfield. 

Mr. Byfield’s point that readers 
do not “want” the free publica- 
tion is refuted by the amount of 
business which our advertisers 
report from their advertisements. 
A paper which sells refrigerated 
cabinets, cash registers, scales and 
so on can hardly be unwanted. 

Fortunately our advertisers do 
not share Mr. Byfield’s old- 
fashioned views. Woe betide us 
when we get snowed under with 
coupons and do not get them out 
to advertisers by return. 

EpGar M. Leicn, 

Business director, 
Fish Selling and Fishing News, 
Fleet Street, E.C.4. 


Advice on planning 


regulations 
After considering the general 


issue of advertisement signs in 
the town, Watford Borough 
Council has invited the Hertford- 
shire county planning officer to 
address its town planning com- 
mittee on their control. He has 
been asked to meet them early 
next month. 
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National Advertisers selling 
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YOU CAN’T COVER THE MIDLANDS WITHOUT THE DESPATCH 


Evening Despatch 


CORPORATION STREET, BIRMINGHAM, 


Tel : CENtral 846! 
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1S A PART OF GRACIOUS LIVING 


Published Monthly at 2/6 


A. W. Burnett, Advertisement Director, The Amalgamated Press Lid., The Fleetway House, E.C.4. Central 8080 
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Ingot's 


US award for 
British house 
magazine 


the quarterly magazine 

RTSC steel and tinplate 

facturing group, whose 

ncipal companies are Richard 

nas & Baldwins Ltd. and 

Steel Company of Wales 

has been given a top 

1 world-wide competi- 

rganised by the American- 

’ red International Council 

Industrial E ditors 

s, it is claimed, is the first 

1 British entry has won so 

an award in this predom: 

i American competition—- 

which there was a total of 
RRO entries 


front cover 


Beat 300 

ingot won first prize in a class 
for which there were 300 entries 
This category covered “internal” 
nagazines published for a com 
pany’s employees in more than 
one industrial community, 

The paid-up sale of Ingot— 
which sells at 3d. per copy-——is 
20,000 in the United Kingdom 
In addition, it circulates in many 
parts of the world, including the 
USA, Canada, South America, 
Europe, South Africa, Australia. 
and New Zealand 


rise. @ Continued on 


SALES HIT 
Larger issues and price 
increase are causes 


ALES of the London evenings are reporte! to have 
dropped since the recent increase in price and the intro- 
duction of bigger issues following the strike. 

A leading Fleet Street publisher  estimat sterday 
(Wednesday) that evening newspapers’ sales | lropped 
by about 10 per cent. Sales of most of the nati: ornings 
are also reported to be affected, but not to the tent 

Newsagents say that some people who took ses efor 
the strike have now settled down to one 


Some of Fleet Street's execu The 
tives have given ADVERTISER'S 
WEEKLY the following views that the public are 
lr. Blackburn (genera! manage: spend on the morn 
Beaverbrook Newspapers Ltd.) that t 
“As far as we are concerned, the more 
sales are roughly as they were 
before the strike, but we are not over the 
getting the increases that can papers have alw 
normally be expected at this time R. A. Simpson 
of the year manager. Ne ( 
These, however could be wholesalers figu 
affected by a special news event there 
the Cockell fight, for instance a 
sent sales soaring—-or by an im 
provement in the weather.” popular 
Stuart McClean (managing 7 ead 
director, Associated Newspapers 
Ltd.) We are not getting the 
seasonal rise expected, but that, 
in my view, is due not to any 
lack of interest in the papers, but ‘ ‘ ; the 
to the increase in size : the es ‘ vorary 
“People may be buying fewer is eine met the tie 
papers, but they are reading just ine ye lect ; n chan ~- 
as many words. When the papers i)” Ca: — 
come down in size, as they will 
do in the late summer, sales will 


drop in 
dailies cannot t 


he evening 
because if 
morning sales h 


country 


has been 
good many 
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paper 
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ITA approve TV | 
code of ethics 


The advertising advisory 
committee's final report on a 
code of ethics for commercial 
television advertising has been 
approved by the Independent 
Television Authority and is 
now being printed. It will be 
released to the press and other 
interested bodies after Whit- 
sun. R. A. Bevan, chairman 
of S. H. Benson Lid., is acting 
chairman of the committee. 


—_---o-- 7-7-7 e* 


Audience-finding 


up to contractor 


It is the programme contractor 
job to provide the 
clevision audicnece and 1 ih 
sul that the size of the aud 
ustthes the advertisement 
Richard L. Meyer, a direct 
Associated Broadcasting ( 
told a meeting of the Incorpx 
ited Advertising Managers’ Ass 

ition on Tuesday evening 

The only thing that real 
television sets 
said We 
see that the 
quickly 
weeks.’ 


mmercia 


iS programin 
shall do our best 
sudiences grow ver 


during the first few 


The contractors were 
to contribute heavily to 
research, which they needed jus 
as much as advertising manager 
needed it, he stated 


prepared 
audience 
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ADVERTISER'S WEEKLY 
£36,000 FOR 
LAUNCHING 
SELFRIDGES 


Proof that Gordon Selfridge 
was a firm believer in advertising 
and publicity was given by A. H 
Williams, a former executive with 
the Selfridge organisation. in a 
speech to the Institute of Public 
Relations luncheon meeting at 
the Criterion last week 

“When whole-page advertise- 
ments announcing the arrival of 
Selfridges appeared in nearly 
every paper during March, 1909, 
people were startled,” said Mr 
Williams. “The ‘chief’ was a 
plucky man. He spent round 
about £36,000 on this opening 
campaign, which was consider- 
ably more in those days than it 

that publicity and 
promotional activities played in 
the store’s development was also 
outlined by Mr. Williams. 

The first aircraft to fly the 
channel was shown at Selfridges 
and he listed an_ exhibition 
of £1 million worth of diamonds. 
an electric newspaper, the radio 
masts of 2L0O, the start of ice 
akating, the first TV transmis 
sion in the world, and the first 
soda-bar in Europe, as examples 
of the store’s publicity aids 


Odhams pay more 


The directors of Odhams Press 
recommend a final dividend of 
15 per cent, making 17¢ per cent, 
less tax, on the £2,115,000 
ordinary for the year 1954, com- 
pared with 15 per cent for 1953 


At the International 
Eade (editor, “Sunday Dispatch’’) 
panel discussing “Television new 

are Walter Cronkite, of the ¢ 1 
Ca Lindstrom, editor, “Hartford 


Press Institute 
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RT-SA warning on ‘rug wool’ copy 


The heaviest fine ever imposed 
in any case under the Merchan- 
dise Marks Act undertaken by 
the Retail Trading-Standards As- 
sociation—£367 10s. and costs of 
£105—was inflicted on a Brad- 
ford mail order firm, Mail Order 
Wools, Ltd. for applying false 
trade descriptions to knitting and 
rug yarns in circulars and in an 
advertisement in “The Queen.” 

The descriptions covered both 
knitting wool and knitting yarn 
and rug yarn which contained 
large proportions of rayon, but, it 
was alleged, no distinction was 
made. The headline of the adver- 
tisement in “The Queen.” was 


“Wool from Bradford” and one 
phrase used in the circulars was 
“pure, cleverly processed, wool.” 

Following this conviction, the 
RT-SA_ state they are issuing 
warnings concerning advertising 
copy which “refers in general 
terms to ‘knitting wool,’ ‘knitting 
wools’ or ‘rug wool or which in 
general terms praises the virtues 
of wool. 

“Where this is done, all articles 
mentioned should be ail wool. If 
they are not, they should be 
clearly distinguished by a proper 
description and referred to as 
knitting or rug yarn,” add the 
RT-SA. 


SIX US. MEDIA, AD 
BODIES CHARGED 


Last Thursday the United States Depariment of Justice began in 
the Federal District Court a civil suit under the Sherman Anti-Trust 
Law against six of the country’s largest publishing and advertising 
associations. 


They are accused of conspiracy 
in unreasonable restraint of trade 
in the placing of advertising in 
Newspapers and magazines 

Defendants in the suit are the 
American Association of Adver- 
tising Agencies; the American 
Newspaper Publishers Associa 
tion; Publishers Association of 
New York City; Associated 
Business Publications Incorpor- 
ated ; Periodical Publishers Asso- 
ciation of America ; and Agricul 
tural Publishers Association. 

It is alleged that they entered 
upon agreements in 1917 to adopt 
substantially uniform standards 
for recognition of advertising 
agencies and they agreed that 
only agencies so recognised would 
receive credit and agency com- 
missions. 

One of the effects of these 
agreements, the Government 
alleged, was the boycotting of 
advertising agencies not “recog- 


mised” by the publishing associa 
tions, unfairly hindering compet: 
tion by them with members of 
the American Association of 
Advertising Agencies. 

Another was that national 
advertisers had been prevented by 
the agreements from placing 
advertising direct in printed media 
and had been compelied to 
employ the services of the 
‘recognised™ agencies 

The Government attacks 
specifically an alleged agreement 
to make the advertising agency 
commission for placing advertise 
ments in such media a uniform 
1S per cent 

The court was asked to adjudge 
the alleged combinations as in 
“unreasonable restraint of trade.” 
to enjoin each of the defendants 
from operating the “recognition” 
system, and to enjoin any agrec- 
ment relating to rebating or split- 
ting of agency commissions 


Soho Parade 


The Soho Fair Parade of 1955 
designed to represent the life 
activities and people of Soho, will 
be held on Sunday, July 10 
Firms having business interests in 
Soho, or whose products are 
extensively marketed there, are 
eligible to enter floats in the pro- 
cession 

The Parade is sponsored by the 
Soho Association Ltd 


May 


IPI is told 


‘Journalists now 
praise Govt. 
PROs’ 


Nine out of ten journalists 
think that the advantages of a 
Government information service 
considerably outweigh its disad- 
vantages, S. C. Leslie, head of 
the Treasury information divi- 
sion, has claimed. 

At the fourth general assemb!\ 
of the International Press Inst 
tute at Copenhagen last week, he 
said that better work by the in- 
formation service and the experi 
ence which journalists had had 
of it during the last few years. 
nad greatly raised the esteem in 
which it was held. 

Some newspapermen suspected 
an occasional tendency to give 
explanations and answer ques- 
tions in conformity with a pre 
conceived propagandist line, he 
said. 

“In one journalist's own words 
‘Some Government officials who 
evidently do not trust the PROs 
too far are apt to think up 
some simplified “line,” usually 
one-sided, which they feel to be 
safe to pass on to a PRO for 
second-hand use 

“This not only nullifies the 
value of the PRO, but some 
times even affects the way in 
which the officials themselves talk 
about the matter concerned with 
me or others.” 

Mr. Leslie said the survival by 
ne imformation services of a 
change of government three and 
a half years ago offered practical 
testimony to their non-political 
character He could recall no 
official handout of the thousands 
ssued since the war that had 
been challenged or criticised by 
newspapers 

“In these circumstances their 
severest critics have not seen the 
British information services as a 
step on the way to dictatorship,” 
he said. “The worst charge 
against them has been that of 
garbling; not Goebbeling.” 

About 170 journalists from 19 
countries attended the Congress 


Kennerley Edwards leaves PR firm 


& Associates 
promotion director 
A new company 

city Ser 


estadiishec 


vices Ltc 

it 
Speaking on publicity 
te of British 


wngeress at 


operating Kennerley Edwards & 
Associates accounts 
The work ng directors are Ne 
Tyvfield and Anthony Tancred 
New PR accounts for Centra 
Publicity Services Ltd are the 
recently formed Metallic Slide 
Fastener Association and the 
Guide Dogs for the Blind 
Association 
The Metallic 
Association has 
ten of ritain’s leading " 
fastener manufacturers Objects 
are to maintain and improve the 
standards of the product and to 
supply technical advice to users 
Central Publicity Services are 
also acting as an information 
bureau 


Slide Fastener 
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1 K nerice Edwards as re 
signed from Kennerley Edwards 
Kea continues as 
ies tor Esquire 
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Z Photographers’ CC 
i Eastbourne, which begins to- 
ad 
* morrow (Friday) D p S 
ia + Graham, advertising manager, 
2 ee a Ford Motor ¢( “ speak on 
ie “A Plan for Selling,” and J 
sot SBe- 
Cat Bryson, news division, She 
een Petroleum, on “Colour in Pub 


May 19, 1955 


Advertising, publicity men among General 


Election candidates 


JOHN RODGERS, IAN HARVEY ARE 
SEEKING RE-ELECTION 


Advertising, publishing, salesmanship and market research 
are strongly represented among Conservative candidates in 
the forthcoming General Election. 


Among the ex-MP candidates 
ire. F. P. Bishop (Harrow Cen 
tral), general manager. News 
print Supply Co.; Tam Harvey 
Harrow East), a director of 
W. S. Crawford, Ltd.; and John 
Rodgers (Sevenoaks), a director 
f J. Walter Thompson Co., Ltd.. 
and of History To-day 

W. T. Aitken, a nephew of 
Beaverbrook and general 
nanager of the London Express 
News and Feature Services, will 
n contest Bury St. Edmunds ; 
d I. J. Pitman, chairman and 
nanaging director of Sir Isaac 
Pitman & Sons, Ltd., who played 
1 leading role some years ago in 
the voluntary limitation of adver- 
tising plan, again hopes to be MP 
for Bath 

Distinguished journalists, both 
ex-MPs, include §. Storey (Stret- 
ford), chairman of Portsmouth 
and Sunderland Newspapers Ltd.., 
who is a former president of the 
Newspaper Society, and a past 
C nan of the Press Associa- 

ym and of Reuters and the 
Hon. Richard Wood (Bridling- 
ton), a director of the Yorkshire 
Conservative Newspaper Co., 
Ltd., and of Hulton Press Ltd 

Among candidates who are not 
former MPs, James M. Green- 


aga 


wood, chairman and managing 
direc James M. Greenwood 
Advertising Ltd. deserves a 
special mention This is his 


fourth election, and on many 
xccasions he has sought member 
ship of the LCC for Southwark 
the seat he will contest next week 

Other candidates include 
F. W. H. Cook (Brighouse and 
Spenborough), managing direc 
tor f Star Solus Sites (Leeds) 
Ltd.. and Widd (1934) Ltd.. a 
member of the outdoor industry 
advisory committee on town and 
country planning, of the Master 
Sign Makers’ Association, the 


Solus Outdoor Advertising Asso 
and the Leeds branch of 
rporated Sales Managers 
Association, Councillor Arthur 
Grey (Newcastle-on-Tyne, West) 
Northern manager of National 
Solus Sites. Ltd... Colin Gerard 
Shaw Hodgkinson (Islington). 
who is with F. J. Lyons, Ltd 
public relations consultants; 
Richard Hornby (Walthamstow 
West), the J. Walter Thompson 
Co., Ltd., Brian Robert Osborne 
Bell (Bolsover) a sales develop 
ment manager; the Hon. John 
>» P. Grigg (Oldham West) 
chairman of Periodical Publica 
tions, Ltd lan MacArthur 
(Greenock) the J Walter 
Thompson Co., Ltd.; Ronald Ed- 
ward Simms (Willesden East) 
secretary of the Popular Televi 
sion Association ; Martin Mad- 
dan (Hitchin) a director of Tele 


vision Audience Measurement 
Ltd. Major F. B. Hingston 
(Perry Barr, Birmingham) PRO 
for Voice of Kenya; S. B. Rip- 
pon (Park Division, Sheffield) 
general sales manager, heavy 
construction division, Newton 


Chambers & Co., Ltd.; Gordon 
Hamish Martin Pirie (Dundee 
West), until recently publicity 
manager for Daily Mirror News- 
papers, Ltd.; and Charles Curran 
(Uxbridge), formerly assistant 
editor, Daily Mirror 

The Liberal candidate for 
Croydon NE is James Waker. 
who is concerned with market re 
search for the (¢ heap Food 


League 


New Rank brochure 

J. Arthur Screen Services Ltd 
have produced new bri chure 
first used for the information of 
visitors to the BIF, which 
describes the work of the 
rganisation 


BPAA will look to the future at 


Eastbourne 


Theme of the business sessions at 
the British Poster Advertising 
Association conference to be 
held at Eastbourne, Monday. 
June 13 to Wednesday. June 
15. will be “The Poster Indus- 
try in the Future.” 

Speakers and subjects at the four 
sessions will be: FE. H. Double 
day, county planning officer. 
Hertfordshire, and president of 
the Town Planning Institute. 
on “The place of posters in the 
new planning”; L. P. Money. 
deputy director, Timber Plan- 


conference 


ning Association Lid on 
“Will timber maintain its place 
in the industry?”: and R. G 
Breeze. manager of the out- 
door department at Erwin 
Wasey and Co. Ltd. on “A 
poster agent looks into the 
future.” 

A team comprising S. C. F 
Allen and J. Brown (David 
Allen), and N. H. Gardner 
(Walter Hill) will discuss their 
recent visit to the USA and 
Canada under the heading 
“What the industry can learn 
from America” 


=F 


The McConnell Per Trophy of 
the Advertising-P Club was 
awarded by the clu ¢ present 
year { the “ "i rr j 
Charles E. Met The award 
is made annually nguished 
pul ervice i This 
pi “re ike? s) arne 
Hotel. Dublir l mas 
cn an f é pr 
SEnTINB r M 
VU rire (se / J 
Tate (sec fr f 

Padbur (ex 

@ C ontinu ine 91 


LONDON PAPER 
SALES HIT 


iger, Daily He The 
amount of the dr l appea 
to vary considerat pape 
to paper As | can 
gather, between | ne per 
cent would pe | ver 
2 it this when 
t should b up 


ward trend 


The cause if r the 
break in buying ! ; ring the 
strike ind iding 
natter owing | ncreased 
sizes 

I. Gooding f nan 
ager Dai Tele | is 
common knowicd i there 
has been a dr p j very 
slight As far sw e con 
cerned it has d more 
than halt the inc es which we 
have becn naking 
each month 

A Times spokesmar ud that 
his papers mont? figures. im 


i 
cluding May. ar 
pared with tho {f 


s c sar 
mont st veal 


is com 


Bowls match 


Many advertising 
representatives 
nounced their intention of taking 
part in the annual bowls match 
for the Belfast News-Letter 
trophy on Wednesday, June 8, at 
Parsons Green ( S.W.6, say 
the organisers New ayers will 
be welcomed by Fred Bannister 
of Masius & Fergusson Ltd., and 
Albert Farr. of P hology 


agents and 
have an 


nore 
press 


~ 


V 
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ADVERTISER'S WEEKLY 


‘Herald’ survey says— 


39 per cent of 
housewives 
buy Tide 


Top selling detergent is Tide, says 
the fourth in the current series 
of commodity reports issued by 
the Daily Herald. The market 
surveyed is washing powders 
and soap flakes 

The report is based on a survey 
made during September and 
October last year 

Of the housewives who bought 
powder detergents during the 
tour weeks before the inter- 
views, 39 per cent had bought 
Tide, 29 per cent Daz, 16 per 
cent Omo, 16 per cent Surf and 
4 per cent Dreft 


98 per cent buyers 


Only one housewife in 50 had 
not bought powder detergent 
liquid detergent, soap powder 
or soap flakes during the four 
weeks before the interviews 

Powder detergent and soap 
powder had each been bought 
during those four weeks by 66 
per cent of the housewives 
nterviewed, soap flakes by 24 
per cent and liquid detergent 
by 5 per cent 

Just over half had bought more 
than one type of product, only 
22 per cent buying powder 
detergent alone and only 23 per 
cent apparently relying entirely 
m soap powder 

in the liquid detergents field 
Stergene (65 per cent of last 
purchases) and Quix (33 per 
cent) dominated the market 

Persil was the most popular soap 
powder, last bought by 73 per 
cent of housewives buying this 
type of product. It was fol 
lowed by Rinso (19 per cent) 
and Oxydol (12 per cent) 

Lux dominates the soap flakes 
market with 84 per cent of the 
last purchases. Sylvan was last 
bought by 9 per cent of those 
using soap flakes 
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ur Se 


WwW. G 


Slark Sir 
Howard 
S. Robinson (best 


morning), W 4 
Seabrook and L. E 
and W 


Outdoor Agents 


Growing demand 
for research 


There wer } 


vwome lively exchang 
nt luncheon of the Outd 
Ad ng Agents Club wher Me 
opic “Why Use Posters” was in 
luced fo nformal discu n 
Gu i h incheon includ 
H. B [ Jer nd J. M 
leni-cl f the British P 
Ad ng Asso on, R. Walk 
' fen ind | Mil pr d 
f the London Po \ 
f As und H. M 


R n holiday he tn yuld 

) far distant when compet 
f he ned would mak 

y for the rade 
Thx would b in imer 
cy d trom adv« - f ‘ 
, s and res salist 
nd x i y 
M B said tt he had 
) casion he could reme 
aT po were n 
demand. Good poster sites sold 
hemselves by the very pos ’ 
i many advertisers names | 
famous through using then 
nsistently. 

Jol Mill pointed out that 
urveys On outdoor viewership wer 
x mely expensive to carry out, as 

knew from the pioneer work his 
company had sponsored on th 
Luton and Wigan search and the 
stest Survey just completed under 

’ le The Size and Nature of the 
Poster Audience 
Leeds 

. 
Dance raises 
- T a 
€150 for NABS 

As a result of a most successful 
spring dance. held by the Publicity 
Club of Leeds and organised by 
the social committee under the 
chairmanship of R. Dunderdale. a 
cheque for £150 has been sent to 


the National Advertising Benevolent 
Ss verety 

The dance 
SOO people 


was attended by over 
and included a number 


of novelty events. One was a series 
of lifesize photographic enlarge- 
ments of members of the social 


committee which were incorporated 
nto an “Aunt Sally" stall 


Winners and their trophies at the N 


eratch 


1GS spring meeting at Walton Hea 
Emsley Carr Cup and best scra 
runners-up on the new and old cour 
score, new course morning) J 
London 


Another meaning 
| of ‘PCL’ 


At the annual dinner of 
Publicity Club of London C 
speaking section last I 
Anthony Gardner defeated J. H 
Fairley, L. Martin, and Mrs. M I 

win the Leon Goodman Cup for 

iD sp aking Mr Good 


vided a bottle of champagr 


Bernard Tozer, the 
innounced 
the T. G. Comerford 
for the member who had 
progress during the ye 
Wild, and the “Robbix 
Bowl, for best atten 
| helpfulness, to 


wcuOn Ss in 
“TU hat he had 
warded 
Cup 
ide mast 
Gilbert 
Challenge 
ind gem 


dan 
Miss 
\ detailed criticism o the 
mcches was given by th lig 
Franklin Engelmann, of the BBC 
Ww guessed that the initials “PCI 
longwinded 
Sir 
the best speak 


broke 


who = said ha 


every 


the club's 
i claimed hat ove the 

irs the public speaking section had 

prestige, and not 


oO MS iImsifuc 


John 


Hewson, cha 

public speaking section, 
ded 

Women’s Club 


Tribute to Miss 


Audrey Deans 


Miss Sybil Mawdesicy paid tribute 
to Miss Audrey Deans for the work 


man of the 


whe pr 


she had done for the Women's 
Advertising Club of London at e 
cocktail party held in honour of 
Miss Deans, who is retiring 

Miss Mawdesley presented Miss 


Deans with a spray of orchids, and 
said that she hoped that she would 
comtinue her special interest im the 
chub as an associate member 
Speaker ec May mge 


at lub’s 


ing was Bernard Newma : 

ir iveller and lec urer wno gave } 
talk on his experiences “Behind the 
Iron Curtain” in Hungary Mis 
Sybil Mawdesiey, the president, wa 
n the chair, and the vote of thanks 
was proposed by Miss D. Edmond 
son 


Left to right; D. J. M. Lowe 


let to ar Se MOTT and E 
respectively n the m ning rounds 
W. E. Blanch (Old NAGS Cup) and € 


Glasgow 


Two appointments 
in one week-end 


Two new pointmer me the 
of I i k ( Dench 
A after 
™ ng ger r of the 
Evening ¢ r ( g we Was 
e ted } % s pub- 
M Denc wa th his 
n of I j . = 
Hasting sident 
FE. Allan Mel w vice 
sider 
Elected to ew 
George H. Paske J M_ Birrell! 
and Miss “ H first woman 
o achiev d 
Nottingham 
President re-elected 
New officers w ected at the 
nnual genera y the 
Publicity Club of N n 
Exceptions w preside G. H 
Parker, treasur C. J. Pearce and 
FE. R. Parker. w were lected 
I Darking wa " hairman 
iJ. Fry v t " The fol 
wing we i » th yuncil 
H. H. Low T. Parkes. G. G. Pratt 
G. 8S. Robson and R. W. Wright 


Advertising 
Diary 


Friday, May 20 


RKS A&A BLK PUB ASSOCIA 
Na sal d t nce H Se 
Par Bra I s P 
Saturday. May 21 
C “ ADV Ls) ach trip 
t n 
Hs ERA ‘ t MASTER 
PRINTER " gress opens 


Monday, May 23 


PUBLI y ” ' INDON me 


I Va f Tt Part of 
Comms Recent Inter 
D lopments Waldorf 
Tuesday, May 24 
H y UB OF NDON Public 
4 { presentat t H Dert 
Ougt Ma n H 11.45 
m : ! heon t e Lord 
Ma S H ! 45 pm 
aRITI ERA ‘ ' MASTER 
PRINTER ia : ¥ Palace 
Hotel, T : 
™ rR s PRESS LUB 
: J « il meeting Shelbourne 
Hot D> 8 pm 
Thursday, May 26 
UB Y sO HE COTSWOLDs 
pr nt The Queen's 
H 1, ¢ T 
ee y ' y RA ‘ Ss NERS 
sal ¢ ral mecting Lecture 
Room Mor r Corporation 
Fetter La E.c.4, 7 


pm 


re 


May 


19, 


1955 


Ss) 
o © 


winner of the “Golf Illustrated’’ Cup (new 


C. Millard (weight-for-age trophy), 
Deverall John Cook Trophy) 
M. Watt (La Coupe de Lapins). 


Golf 
Over 70 at NAGS 


. . 
spring meeting 
Over 70 players took part in fine 

weather in the spring meeting of the 
Newspaper and Advertisers’ Golfing 
society at Walton Heath 


on 
Wednesday last weck. Results 
Old course, for Sir Emsley Car: 
Cup Ww 4. Slark runner-up 
L. E. Howard Best first nine 
F. G. Roe; best second nine. T. R 
Parry 
New course, for Golf Illustrated 
Cup: D. J. M. Lowe; runner-up, 
Ww G. Seabrook Best scratch 


score: W. §. Robinson. Best first 
nine: W. L. Mayston; best second 
nine: D. E. Hardy. 

E. Noel Layton Goblet for the 
best scratch score of the day 
Slark. ' 

John Cook Trophy (handicaps 8 
to 14), presented by his sons in 
honour of their father. who died 


last 


year: P. E. Deverall 
La Coupe de Lapins: C. M. Watt 
Old NAGS Cup: J. W. E. Blanch 


Weight for Age Trophy: E. C€ 
Millard, 75 2 57 16 (Won 
last nine by one point after a 
tie with 66-year-old Fred Slaughter.) 

Four On the old course 
for the Advertising World Cup 
A. R. Everett and C. Glover; 
tunners-up, D. A. Gwyer-Gibbs and 
D. E. Hardy Best first nine 
J. Rafter and W. S. Robinson; best 
second nine: H. Le-Bas and C. M 

d 

New course for the Evening News 
Cup: D. J. N. Flower and Slark: 


SOrmnecs. 


runners-up, G. P. Jackson and 
Parry. Best first nine: C. T. Pascall 
and J. M. Thrussel; best second 
nine. R. B. Foster and C. Graves 


Presenting the given by his 
father. W. Emsley Carr said that Mr. 
Slark’s scratch score of 69 was the 
best score returned by any amateur 
playing at Walton Heath in a society 
meeting. J. B. Melhuish, the cap- 
tain, gave away the other prizes. 


cup 


Aldwych Club 


Results of Captain's Day of the 
Aidwych Club Golf Circle, held at 
Addington Palace, were 

Morning: winner, R. K Jullens 
(6 up); runner-up, T. K. Taylor (2 
up); hidden 9 holes, P. Keliher 
All prizes were donated by the cap- 
tain, J. Rafter 

Afternoon (Glasgow Herald Shield 
foursomes): winners, T. K aylor 
and J. W. Beable; runners-up, P. S 

Prizes 
Glasgow 


Blande and W. G. Barney. 
were 
Herald 


donated by the 
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ITA are given ‘go-ahead’ on 


Midland. Laneashire sites 
TWO NORTHERN TRANSMITTERS 


Sites for two more commercial television stations have now been 
approved, the Independent Television Authority have announced. 


The Midland station will be 
established at Hints, some five 
miles south-east of Lichfield, 
Staffordshire, and planning per- 
mission has been granted by the 
Lancashire county planning com- 
mittee for a station to be built 
on Winter Hill, 1,450 ft. above 
sea level, between Chorley and 
B ylton 

The decision to erect a station 
four-and-a-half miles south-east 
of Chorley means that a second 
transmitter will be needed to 
the northern region, and 
ITA officials are now looking for 

site in Yorkshire—particularly, 

is understood, in the Halifax 


cover 


Ca 

The ITA expect the service 
irea of the Midland station to 
extend roughly to Shrewsbury in 
the west, Chesterfield and Mans 
field in the north, Market Har- 
b igh in the east, and Glou- 
in the south. About five 
million people live in the Midland 
region 

An ITA spokesman states that 
efforts are being made to get the 
Midland station on the air by the 
end of the year, but that this 
must depend to an extent on 
ivourable weather for building, 

iddition to quick progress in 
constructing the transmitting 
equipment and aerial system, 
vhich are of a new design for this 


cester 


Transmitting equipment has 
lready been ordered for the 
I cashire station, which is ex- 


ted to be in operation by next 


Public ‘looking 
forward to 
commercial TY’ 


The vast majority of the 4} 
million people in this country 
with television sets are looking 
rward to the day when they 
will have an alternative TV pro- 
gramme to that provided by the 
BBC said David Gammans, 
Assistant Postmaster-General, this 
week 

‘Commercial TV has proved 
highly successful in other parts 
of the world, including the 
Commonwealth,” he said 

“There is no intention of run- 
ning commercial TV in _ this 
country exactly on the same lines 
as the Americans run theirs. The 
programme companies here know 
perfectly well that if they do not 
devise programmes suited to 
English taste people will switch 
back to the BBC.” 

Chief virtue of commercial 
TV, he said, is that it will bring 
vitality into the new and growing 
ndustry 


A-R director’s 
protest at 
BBC plan 


Preparations being made by the 
BBC to use certain channels in 
Band III were criticised by Paul 
Adorian, a director of Associated- 
Rediffusion Ltd., in a letter to 
“The Times” on Friday. 

“There is no _ justification 
whatever,” he wrote, “for the 
BBC TY service to use any part 
of Band III, as all the eight chan- 
nels in Band III will be required 
to extend the Independent TV 


Authority programmes to the 
whole country 
“If Band Ill is to be shared 


between the BBC and ITA. it is 
only right that Band I should 
also be shared between the BBC 
and the ITA. However, in all the 
circumstances now prevailing and 
to cause the minimum disturb- 
ance to set owners, the best and 
fairest arrangement would be for 
the BBC to retain the whole of 
Band I and for the ITA to have 
the whole of Band III.” 

This letter followed an 
announcement that the BBC had 
ordered two pairs of TV trans- 
mitters from Marconi's Wireless 
Telegraph Co., Ltd.. for their 
proposed alternative programme 
service, and in anticipation of the 
allocation of frequencies in Band 
Ill by the Postmaster-General 

It was stated that the equipment 
would be delivered during the 
summer of next year and the first 
programmes were likely to be 
broadcast in the London and 
Midland regions 
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Converter drive 


A £50,000 campaign to en- 
courage the public to get their 
sets adapted wil! be launched 
immediately after the General 
Election. This assurance was 
given by Norman Collins, 
deputy chairman of Associated 
Broadcasting Co. Ltd.. when 
he spoke at » meeting of 
the Publicity Club of London 
on Monday. 

London evenin 
the trade press 
would be used in (! 
which would 


*-* 


newspapers, 
cond = leaflets 
campaign, 
sponsored 


‘after Election’ 


jointly by ABC and Asso- 
ciated-Rediffusion Ltd. The 
J. Walter Thompson Co. Ltd. 
has been appointed to handle 
the campaign. 

Speaking on the need for 
one central body for research, 
Mr. Collins said the contrac- 
tors were willing to make a 
reasonable contribution to the 
setting up of a research bureau 
jointly with the Institute of 
Practitioners in Advertising 
and the Incorporated Society 
of British Advertisers, covering 
viewership and viewing habits. 


SIR GEORG? SAYS— 


Commercial TV 


will pre = for 


‘no BBC plugs’ 


The commer sts will 
probably p BBC to be 
even stricter cy of 
“no advertis George 
Barnes, direc evision 
broadcasting BBC, told 
a luncheon Association 
of Circulat es last 
Thursday 

On BBC polic shat he 
described 
about adve } that 
the BBC with 
newspapers strict 
about the I rule 
had on occis clude 
the brand na jucts 
when they a nto 
the context ne 

He commented fuct that 
the BBC wast g to 
feel competit thing 
that probat ly pre 
sent has end i their 

ves,” he said BBC had 
lost 150 memt staff 
and there was tion for 
performers as ents 
he told the As hon 


Supporting the current national advertising campaign for 


Exhibition featured the “four 


foundations of ; 
cooking, electric refrigeration, electric water heating and the home laundry. 


this 
South of Scotland Electricity Board stand at the Edinburgh Ideal Home 


electricity 


modern living electric 


MANCHESTER 
TV FIRMS 
LINK UP 


Bantock Productions Lid 
have affiliated with Times Pro 
duction Ltd., and have opened 


an office in Manchester to act as 
television consultants and pro 
ducers of commercials in the 
North of England, 

Don Archer, managing director 
of Bantock Productions, an 
nounced this on Monday 

“Our offices will be in 
gate, in the 
Production, 


Deans 
of Times 
be handling 


premises 
who wil 


the film production of our com 
mercials,” he said 

“The office will be permanently 
staffed with television men who 
have been trained in this new 
medium of advertising, and | 
myself shall be spending a good 


decal of my time up here to do 
what smal! part I can in develop 
ng Northern television 
Started in USA 
Bantock Productions 
formed in the USA in 


television 


was first 
1950 asa 
consultancy for adver 
tising agents and their clients, 
Mr Archer sa d 

“I returned home in April last 
year and, after a _ period of 
negotiations, an agreement was 
reached with John Haddon Ltd., 
whereby we were to handle the 
production of commercials for all 


their clients 

“Our London office was 
started in March of this year, 
and we have since been able to 


expand rapidly on the basis of 
our previous experience in the 
commercial TV field, and now 
have a fairly impressive list of 
clients 

Manchester should 
to rely upon London for any 
thing where commercial tele 
vision is concerned, | have im 
pressed upon al! our clients that 
the North of England should be 
treated as a separate entity, and 
not just as a second-hand 
audience for commercials used 
in London.” 

Peter Proudman, director and 
general manager of Times Pro 
ductions, pointed out that more 
than 134 million potential 
viewers lived within range of the 


not have 


proposed Northern transmitter. 
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Ad manager 
of ‘The Star’ 


Brian Henry has been appointed 
sdvertisement manager of The Star 
in succession to Alan Webber, who 
is now advertisement director ol 
the paper 

Mr. Henry joined The Star in 
1949 nom the A. C. nore Co 

* 

Larry nen of New York, 
a writer, journalist, news com 
mentator, author and public rela 
tions counsellor for Exquisite Form 
in America, is visiting Britain to 
discuss the development of the 
company in this country 

* * 

John FitzGerald, TV director 
G. Street & Co., Ltd., is going 
America this weck to study Am 
can television and to meet Stree 
clients and associates 

* * * 

R. N. Oliver has resigned 
directorship of Scott-Turner & 
Associates Lid and will bi yi 
ing one of the agency's clients 
Sunbeam Electric Ltd. as adver 
ising Manager at th nd of the 
month 

* * 

Leon Goodman wi)! fly 
United States on an impor 
business mission on Sunday 
ing With him will be Roger 
Proudiock, managing director « 
TV Commercials Lid They w 
be in America for a week 

+ * * 

Bernard Marsh has beer 
pointed account executive at R 
(Advertising) Ltd., Birming 
was previously with 
Metcalf Lid., Murray-W 
and Longleys, of Birminghar 

. * * 

The wife of W. Guy Barney, 
director of E. W. Barney Lid 
presented him with a son, who w 
be named William after his grand 
father, E. W. Barney, chairman 
the agency 

7 * . 

Harry Forde has resigned from 
the publicity staff of Fogra Failte 
(Irish Tourist Organisation) to join 
the Irish Press, Dublin 

7 * * 

L. J. Bayliss, technical publicity 
manager of Fielding and Platt Ltd 
of Gloucester, has been elected ar 
associate member of the Institutior 
of Mechanical Engineers 


"4 


H. Clarkson. B 


gtoup 


AK 


396 


T. B. Noble is retiring in June 
from the editorship of the National 
Guardian, Scottish weekly for the 
hioeensed trade published in Glas 
Zzow He will be succeeded by A. J. 
Meldrum, news editor of the Edin 
burgh Evening Dispatch. Mr 
Noble. who was a freelance in the 
industrial field before becoming 
ditor of the National Guardian in 
1944, intends to spend his retrre 
ment in Wester Ross. 

* - * 

The Monotype Corporation Lid 

as announced that J. Matson, the 

ympany's secretary, and C. W. G. 
Paulson, assistant genera! manager 
have been appointed directors of 

1¢ Corporation 

* * * 

Patrick Dolan has been elecicd 

membership in the Public Reta 

ms Society of America 


BOAC posts 


Alec Jones, BOAC's§ display 
iperintendent, has been promoted 
assistant advertising manager o! 


r Corporation following the 
ippointment of J. B. H. Wilson as 
idvertising manager Mr. Jones 


joined BOAC in 1947 

E. J. Wheeler, who has been with 
BOAC since 1935, succeeds i 
Jones as display superintendent 
ind Harold Hunt has been ‘ap 
pointed assistant display super 
ntendent 

* * 

Eric Martin, account executive 
with Nevin D. Hirst (Advertising) 
Ltd., is reported to be making a 

eady recovery in Harrogate after 

ndergoing an operation 
* * * 

Mrs. Norah Owen has been ap 
pointed chief executive in charge of 
women's interest accounts of Craw 

rd’s Public Relations. She suc 
Mrs. Rosemary Borland, who 
has been appointed fashion and 
merchandising advisor to the board 
of directors of S. Crawford Ltd 

os * * 

H. C. Tuck, who has been on 
he staff of Samson Clark & Co 
Ltd., for over eight years, has been 
ippointed to the board 


Henry Sally Legge 


Mrs. " Sally Legge, who has been 
an independent PR consultant for 
the past two years, is to join Alan 
Betts Ltd. to handle public rela 
tions 


* * 
W. H. Williams, previously the 
general production manager 
Film Producers Guild, has become 


the 


managing director of Guild Tele 
vision Service Ltd 
* * a 
Francis Harmar-Brown has left 
Imperial Chemical In Ltd 
where he was in charge e¢ copy 
section of the centr publicity de 
partment, to join Masius d Fer 
gusson Lid. as a copy gro head 
* * * 
Officers, for 1955-56, of 1 West 
Midlands Newspaper Advertisement 


Executives’ Association a 
Chairman Mark Davey (Ber- 
row's Worcester Journal) vice- 
chairman and publicity officer 
Ww s Parry, (Evening Sentinel 
Hanley); honorary secretary: K. W. 


Bailey, (Evening Despatch, Birming- 
ham) honorary treasure H. 
Hatton, (Birmingham Mail): pro- 


gramme officer G. W. Weston, 
(County Express) 
* - * 

H. Clarkson, for a number of 
years general manager of the Scor 
tish branch of John Swain & Son 
Ltd., process engravers has been 
made a director of the company 
(See Mainly Personal, page 434.) 

* 


* * 

Harry Jefford, a director of W 
Gosling & Son Ltd. was elected 
chairman of the Institute of Pack 
iging at the annual genera! meet- 


ing He succeeds Alan F. Cowan 
(Metal Box Co., Ltd.) As vice 
chairman to Mr. Jefford meet 
ng elected James Morris (Samuel 
Jones & Co. Ltd) 


ae 2 cers 


At the Associz n of ¢ 0-op 
Publicity Managers’ annual meeting 
G. E. Page (Royal Arsenal Co-op.) 
was re-elected chairman for the ensu- 
ing year C. Topple (Ipswich 
Co-op.) is treasurer, and J. H. Halli- 
well (South Suburban Co-op.) 
honorary secretary. and the remain 
ng two places on the executive com 
nittee are filled by A. L. Sugar 
(Co-operative Union) and V. J. Tapp 
(Birmingham Co-op.) 

7 


D. Robinson, formerly of the 
Sunday Times circulation staff and 
latterly chief South Wales repre- 
sentative of the Empire News, has 
been appointed circulation 
nager of the Times. Mr 
Robinson took over his new duties 
this week 

7 * * 

Wilf Vincent, sales manager of 
T. G. Tickler Ltd.. incorporating 
Crosbie’s Pure Food Co.. Ltd., has 
resigned 


An informal lunch was given last 
Thursday at the Connaught 
Rooms to Miss Audrey Deans, 
retiring media director of F. ¢ 
Pritchard, Wood & Partners Ltd. 
by the advertisement directors 
managers and senior executives of 
the London and national news 
papers advertisement depart- 
ments 

W. Memory, advertisement directo: 
of the “News Chronicle.’ was in 
the chair, and a presentation o} 
a gold bracelet watch was made 
on behalf of the gathering bh 
John Coope, vice-chairman of the 

Mirror Pictorial” group 

L. W. Needham, of the “Express 
group. and E. H. Hull,, “ Dails 
Herald” and “People,”’ alsa spoke 


* * * 


The engagement has been an 
nounced of Miss Jean R. Hannah, 
managing director of the Glasgow 
advertising contractors, Simpson & 
Gemmell Ltd., to David Mennie. 


* * * 


At the annual general meeting ir 
Glasgow of the Scottish Daily 
Newspaper Society, J. Erskine Orr 
(Greenock Telegraph) was elected 
president, with William Veitch 
(Aberdeen Press & Journal) as vice 
president, and A. Watson McCarroll, 
Glasgow, as secretary and treasurer 


Obituary 


: - , 
V. Pitt-Kethley 
Victor Pitt-Kethley has died af 
short illness He was 76 H 

joined George Newnes Ltd 
1896, and was officially appointed 
editor of Wide World in 1903. H 
leaves two sons. one of whom 
Rupert Pitt-Kethley, is on th 
ditorial staff of Wide World 


J. Martin 


John Martin, proprietor of th 


Kirkintilloch Herald, died on Tues 
day ee I He was 84. He was 


a former secretary of the Scottis 
Newspaper Proprietors’ Association 
He became proprietor of the pape: 


n 1908, in partnership with the lat 
William Sunter, the editor 


J. W. Burns 


James W. Burns, a solicitor, of 
Falkirk, who died on May 13, was 
secretary of F. Johnston & Co 
Lid., publishers of the Falkirk 
Herald and Linlithgowshire Journat 
& Gazette 


nine influential newspapers 


Resccicted Kent ” Newspapers — 


E.W. PLAYER LTD., 


LARGEST IN KEN 


Ltd. i 


A. B.C. Weekly Net Sales 


sheet. cca 8,8 14 
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. . readers of the “ Investors’ Chronicl< 
are directors or executives in indust:y 
commerce or finance.* 


What a market for advertisers ! 


Ring George Bullock, the Advertisement 


Director, and learn more 


about it... 


MONarch 8833 


+ and more than 25,000 copies are sold every week. 
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Her Majest) 


the Queen and the Duke of Edinburgh examine the scale 


model of Gloucester Cathedral made by craftsmen of Priestley Studios Ltd., 
of Gloucester, and installed in the Chapter House, Gloucester Cathedral. 
during the recent Royal visit. 


Advertisers’ support for local 
papers’ careers supplements 


Two eight-page careers supple- 
ments were issued last week-end 
by local papers. They were pub 
lished by the North London 
Observer Series Ltd. and the 
Wolverhampton Chronicle 

The supplement issued by the 
latter was an editoria! one, sup 
ported by local firms taking half 
pages and other large space 

The North London Observer 
group issued their supplement 
with each copy of their three 
papers—the Wood Green Ob 
server, the Tottenham Observe: 
and the Stoke Newington and 
Hackney Observer It was de 
voted to the local clothing firms 


Page each 

After two pages of editorial 
six major local factories had a 
page each to describe what they 
had to offer prospective em 
ployees 

Additional supplies were sent 
to every secondary school in the 


i Pendall VG Si~ 


This new trade motif for wine mer- 

chants Bendall & Co., Lid., follow- 

ing their centenary year and estab- 

lishment as a limited company, was 

designed by Leslie Collier & 
Partners 


iN ALL 


| 
DEPOTS | 
AREAS 


district and, by arrangement, to 
the employment exchange and 
juvenile employment exchange 

The bulk of the copies were on 
newsprint, but a supply of art 
paper copies, stitched, were pro- 
vided for the firms co-operating 

The feature was initiated and 
produced in the group's office, 
and the publishers state that they 
believe it to be a unique way in 
which to tackle the staff problem 
in the clothing trade 


Beckett leaves 
> * . 
£1 million 

[The Hon. Rupert Beckett 
former chairman of the Yorkshire 
Conservative Newspaper Co., 
Ltd., who died recently, aged 84, 
left £1,202.344 12s. &d gross 
£1,184,928 3s. 8d. net value. Duty 
paid was £938,818. 

He was also former chairman 
of the Westminster Bank, director 
of the London and North-Eastern 
Railway before nationalisation, 
and on the boards of the Royal 
Exchange Assurance, Yorkshire 
Penny Bank and the Aire and 
Calder Navigation Companies 


New York ad for 
100 British 


magazines 


A double-page spread adver- 
tisement in the New York Times 
on November 28 will advertise 
more than 100 British magazines 
by name to actual and potential 
American readers 

This is the latest development 
in the drive to sell British maga- 

zines in the 

USA by John 

lL Marsh, 

president of 

British Publi- 
f cations, Inc., 

of New York, 

and his wife, 

Patricia. One 

medium 

which has 

met with a 

very success- 

ful response, 

States Mr. 

Marsh, is a 
folder mailed to 250,000 people 
each autumn, carrying display 
advertisements of such journals 
as the Sunday Times, Manchester 
Guardian, Economist, New States- 
man, Ideal Home, History To-day. 
Illustrated London News, Listener, 
and Punch, as well as a list of 
‘other suggestions” in British 
magazine reading 

It has been found that an 
expenditure of 28 dollars (£10) on 
this type of advertising has pro- 
duced more than 200 dollars worth 
of business in new readership 

In the New York Times adver- 
tisement the titles of about 100 
British magazines will be grouped 
under various headings. The ad- 
vertisement will probably be 
headed “ Give them a gift sub- 
scription to a British magazine.” 

As a result of winning a com- 
petition organised by Mr. Marsh 
for a 50-word statement on “Why 
I want to visit Britain 
spring,” Ellis S. Morris, a 
editor on the Pawtucket Times. 
and his wife, who is English, have 
recently completed an 18-day tour 


J. L. Marsh 


‘Snap the model’ at Photo Fair 


The Photo Fair, the first to be 
held in this country for 20 
years, opened at the New Horti 
cultural Hall on Monday 

Fifty firms, with 100 stands, 
are represented, and = exhibits 
the whole range of photo- 
graphy, including medical, scien 
tific, architectural, industrial, and 
the Armed Services Models 
attend the Fair each day, so that 
amateurs can photograph them 

4mateur Photographer (lliffe) 


cover 


saeet MARKSMAN 


POINT OF SALE 


fA* J ERNEST MARKS PUBLICITY LTD. 


have a stand. and are 
competition, with 
several hundred 
addition, they are responsible for 
the large-scale information kiosk 
which occupies the fover 

At the stand of Photography 
a section has 
amateurs 
mode! who attends for an 
each day Fountain 
Photographic Bulletin 
also exhibiting 


running a 
prizes worth 
pounds In 


been put aside for 
take photos of a 
n hour 
Press and 
I td. are 
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Newsprint talks 
in Canada 


Three members of the 
board of the Newsprint Supply 
Company are at present in 
Canada discussing newsprint 
supplies. They are J. M. 
Robertson (Beverbrook News- 
papers) Lionel Berry (Kemsley 
Newspapers) and Laurence 
Scott (“Manchester Guardian”’). 


F. P. Bishop, general mana- 
ger of the Newsprint Supply 
Co., states that the discussions 
are of an exploratory nature, 
and are the result of an in- 
vitation from the Canadian 
newsprint interests. 

Discussions on the scheme 
for a voluntary rationing of 
newsprint are being shelved 
for the time being, it is under- 
stood, owing to the General 
Election. 


Value of film in 
export markets 


About 100 advertising filmlets 
and films in many 
made for overseas 
including Malta, Cyprus, the 
Middle East, and the Far East 
were shown to the press by Pea 
& Dean (Overseas) Ltd 

Ernest Pearl, chairman, intro 
ducing the programme, said that 
Britain could not afford to neglect 
the advertising film as a means 
of selling its goods. The film wa 
the only true universal language 

the most effective means of se! 
ling British goods to peoples of 
every creed 
tongue 


languages 
territories 


recent 


race, colour, and 


Director’s tour 


B. Kiwi, a director of Pearl & 
Dean (Overseas) Ltd.. who has 
carried out a two months 
investigation tour in the East 
said that sound, movement and 
colour were the most important 
factors in gripping the attention 
of audiences in these countries 
The cinema, by providing all 
three of these ingredients, had 
become the most effective 
medium It was also best at 
achieving pack recognition—the 
most important principle in 
advertising to an undeveloped 
market 

Pearl & Dean (Overseas) Ltd 
he said. had appointed 
associates in all the 
visited 


local 
areas he 
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Here’s what 
I’ve been 


looking for 


' 


They promised each other they'd buy it some time ago. Now at 
last she’s seen the very make she wants. Is it your make? Has 
your advertising helped her to make up her mind? 


Like more than 4,750,000 other people, this young couple buy 
the Daily Mirror every day. Between them this vast family of 


readers own a tremendous percentage of Britain's luxury 


products. For example, according to the L.1.P.A. Survey, 39% 

of all adults with a T.V. set in their household, 27% of all adults 
a with a car in their household and 25% of all adults with a 
£5. refrigerator in their houschold read the Daily Mirror. These 
Ba impressive percentages are reflected throughout the entire range 
ree] of high priced products, proving once again that today the 
a3 mass market covers all but a very small number of products, and 


that the Daily Mirror is the world’s greatest mass market medium. 
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biggest daily 


sale on earth 
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Ceremony to-day 
at Hulton House 


At a brief ceremony to-day 
(Thursday) Edward Hulton 
was due to lay the foundation 
stone of Hulton House, the 
new home of Halton Press, 
now being erected in Fleet 
Street. The building will 
house the headquarters of the 
Hulton organisation, and will 
be nine storeys high. 

Mr. Hulton states that he 
hopes to be able to move his 
orga into Hulton 
House in June 1956. 


New company 
takes over 


Harpers Publicity Ltd., a newly 
registered company, is to con- 
tinue the activities of Harper's 
Publicity Service. The organisa- 
tion, which was formed at the 
end of the war, offers postal 
publicity services to advertising 
agents, ~ 

At the company’s Brentford 
premises are five miultigraph 
machines, and addressing and 
folding equipment 


First screen ads 


for ‘Irish Times’ 


The Irish Times is using a 
number of 16-sheet posters on 
selected sites in the Dublin city 
and suburban area to encourage 
the “phone-your-ad’ 

classifieds. When the 
is shortly extended to take in 
screen advertising, again using 
some city and suburban cinemas, 
it will be the first. time that the 
Irish Times has used the medium. 


BETRO essay 


Closing date for the competi- 
tion for an essay on “How can 
market research help towards 
profitable export marketing,” 
organised by the Royal Society 
of Arts and the British Export 
Trade Research Organisation Ltd 
is September 1, 1955. Competi- 
tors must be under 35 


system tor 


campaign 


Printing research 


Thirty delegates 
countries attended the third 
International Conference of 
Printing Research Institutes, held 
at the Hotel Duin en Kruidberg 
in Santpoort, Holland, They 
discussed, in English, research 
problems in connection with the 
science of lithography 


from nine 


Agency head 
talks to 
schoolboys 


Part of the Advertising Asso- 
ciation’s public relations cam- 
paign for advertising is the 
sending of speakers to schools to 
recruit promising youngsters for 
the business, 

One of the first agency heads 
to take part in the scheme is 
J. H. A. Cocks, managing director 
of Gordon & Gotch Advertising 
Ltd., who last week spoke to the 
boys of Balham Secondary Schoo! 
in South London. 

He told the boys: “No busi- 
ness depends more than adver- 
tising on freshness, vigour and a 
youthful outlook. Once it be- 
comes bogged down in style it 
ceases to be progressive. But 
advertising must progress; it 
must keep sprouting new tech- 
niques and original ideas—and 
that’s where youth has its 
chance.” 


Triple opportunity 

He outlined the vital functions 
of advertising in modern society. 
and described the many oppor- 
tunities open to boys who 
displayed* one of three basic 
aptitudes at school. 

The boy who wrote good essays 
might be a budding copywriter ; 
another who drew well was a 
potential advertising artist, and 
those with a mechanical turn of 
mind could join the staffs of the 
agencies’ production departments. 

“There you have three attri- 
butes of many boys, all of which 
fit well into the scheme of adver- 
tising and which will give you 
confidence that you have some- 
thing valuable to offer when you 
start your training,” he said. 

Mr. Cocks described the ways 
to enter advertising, and ended: 
“Advertising is a business full of 
adventure with plenty of room 
for the pioneering spirit. 

“It is great fun secking., 
through your own ingenuity and 
originality of thought, to present 
advertising which catches the 
public attention and helps to 
stimulate the nation’s trade.” 


ISMA BRANCH 
PROTEST AT | 
CIVIC ACTION 


A protest that the Hull branch 
of the Incorporated Sales Man- 
agers’ Association did not seem 
to be recognised as representing 
business leaders, was made by 
H. S. Clay, the retiring chairman, 
at the branch annual meeting. 

He made a particular reference 
to the recent visit of the Burgo- 
master of Rotterdam and his 
party to Hull, when, he said, they 
seemed to meet representatives of 
all the business life in the city 
with the exception of ISMA. 

Cr. B, Lowthrop promised that 
he would investigate the com- 
plaint. 

D. R. Griffiths, director and 
secretary of ISMA, said it was 
the first time he had heard of a 
lack of contact with the civic 
authorities. Normally there were 
very close connections between 
branches and the civic authorities 

Mr. Clay reported a successful 
year, while secretary J. C. Ward 
said branch membership had 
increased. 

New chairman elected was 
F. C. Gray, who gave Mr. Clay 
a past chairman’s badge. Others 
elected included president J. R. 
Glenton, and vice-chairmen E. P. 
Sharp, L. F. Larkin and W. M. M 
McNicol. 


Kemsley profits up 

Net profit of Kemsley News- 
papers Ltd., and subsidiaries for 
the year ended December 31. 
1954, was £723,969, as compared 
with £663,783 for the previous 
year. 


...and students air their views 


Alan Betts, of Alan Betts Ltd., 
spoke on Monday to 18-year-old 
students of the Davenant Foun- 
dation School on “Launching an 
Advertising Campaign.” 

The talk lasted about 30 
minutes and was followed by a 
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question period, during which 
the boys were able to express 
views on advertising 

This talk was also part of the 
“Speaking for Advertising” 
scheme being sponsored by the 
Advertising Association and the 


At the British Transport Commis- 
sion’s reception in Manchester are 
(left to right): J. Walker, BTC 
area sales manager; George 
Dodson-Wells, commercial adver- 
tisement officer to the BTC; Donald 
Macdonald (Donald Macdonald 
(Advertising) Lid.); and S. Broad- 
bent, Mr. Walker's assistant. 


BTC’s expansion 
plan: Manchester 
office opened 


More than 50 advertisers and 
agents attended a reception at the 
Midland Hotel, Manchester, last 
week, to mark the opening of new 
Offices by the British Transport 
Commission's commercial adver 
tising service at Royal Buildings, 
2 Mosley Street, Manchester, 2. 

Previously, the offices were 
located at London Road Station, 
Manchester and the move has 
been made “to be in closer touch 
with the city’s business centre.” 

An office is also to be opened 
in Liverpool. 


Record may go 


“Last year we touched a record 
figure of £3,103,000, and we are 
hoping to beat that this year,” 
George Dodson-Wells, commer- 
cial advertisement officer to the 
British Transport Commission, 
told those who attended the Man- 
chester reception. 

“Last year’s record was contri- 
buted to in no small measure by 
Manchester, which is the biggest 
of our areas. 

“We have been trying to increase 
our efficiency, and we have been 
rearranging ourselves during the 
last year or two in order that all 
our representatives are equipped 
to talk about the various types of 
media we offer—stations, buses, 
road sites, vans and publications 

“We are most anxious to have 
your views on what you would 
like, and we favour personal con- 
tact rather than the telephone.” 

The opening of the new 
premises forms part of the Com 
mission's overall modernisation 
and expansion plan. The BTC 
has over 1 million sites. 


69, Fleet Street, E.C. 4. 


FRANK L. CRANE 
CENtral 281! 
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FAMOUS FOR SILK ‘SCREEN PRINTING 


We are exhibiting 
at the International 
Printing Exhibition 


DISPLAY CRAFT LIMITED 


BRITAIN'S LEADING NATIONAL PRIZEWINNERS IN CURRENT COMPETITIONS © OLYMPIA 


IPEX. 
LONDON 
| See toeh duty 155 


88 ACRE LANE, LONDON, S.W.2 BRixton 7871 (4 lines) 
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COMMENT 


CONFERENCE 
AT THE 
CROSS ROADS 


Where do we go from Brighton? 


Refore the twenty-second Con- 
ference of the Advertising 
Association was over there 
were whispers that next year's 
event would be staged in the 
same place. 

That led to suggestions at the 
final session that the confer- 
ence should be taken into the 
heart of the industrial mid- 
lands or north. 

the real bone of contention, 
however, is not where the next 
Conference should be held but 
what form it should take. 


Masochism 


At Brighton, F. C. Hooper 
praised the Association for 
courageously placing advertis- 
ing at the bar of public 
opinion. He then helped C. D. 
Notley to extend the scope of 
the occasion by subjecting 
creative advertising to a critical 
examination. And there was 
talk of “distortion,” “exaggera- 
tion,” “stridency” and “bom- 
bast.” 

This display of masochism put 
on by two of advertising’s own 
spokesmen was as good as any- 
thing the critics could have 
done. 

The policy for future conferences 
should be clearly defined be- 
fore speakers are selected. It 
should be decided whether the 
event is going to be shrouded 
in the hair shirt of self-ex- 
amination or used as an occa- 
sion to present the case for ad- 
vertising. 


Brass tacks 


If the decision is that the confer- 
ence should be an occasion for 
presenting the case for adver- 
tising—and it surely should— 
introspectiveness should be 
ruled out. 

There must be new thinking. It 
may not be possible to move 
the venue far from London. 
But there is nothing to stop a 
change of approach. 

The clubs may have the answer 
in their suggestion that adver- 
tising should get down to brass 
tacks with both sides of big in- 
dustry and show them that 
high productivity is meaning- 
less if the goods are not sold 


Walk 


MANCHESTER | 


ers 


(showcards) 


402 


Talking Points 


May 19, 1955 


‘Canute’ Notley tries to stem the tide 
of self-service 


T’S a British habit nowadays 

to sniff at the American 
way of life while introducing 
to this country as much of it 
as we can afford, beg or 
borrow. 

The attitude of the man in the 
Street is understandable. But it 
is a different matter when an 
advertising man looks askance 
across the Atlantic. 

After all, was not the business 
which butters his bread so well 
started in the United States ” 

When Cecil Notley opened up 
at the Advertising Association 
Conference he cautiously agreed 
that he was on dangerous ground 
and proclaimed his fondness fo: 
all US citizens. 

“But,” he added, “in the matte; 
of public taste | am worried 
about the infiltration of the 
American way of life into the 
British way of life.” 

What was this—an oblique 
reference to Marciano-Cockel! 
fight prospects ? 

‘ Awful standardisation’ 


Nothing of the kind. What was 
worrying Cecil D. was the pros- 
pect of widespread development 
in Britain of self-service stores. 

Said he: “The American way 
of life seems based very much 
on things material. 1 detect an 
awful standardisation that may 
creep over everything here Very 
soon we shall have drug stores 
which look exactly like every 
other drug store. The self-service 
store is already on the way. You 
go round with your little peram- 
hulator picking up this and that 
and paying at the turnstile. Now 
this may he very efficient, very 
clean, very time-saving but it says 
good-bye to the personal relation- 
ship between buyer and seller 
No more shall we have the 
pleasant little chat with ‘Mr 
Grits the Grocer. No more shall 
we have those little items of 
gossip which ure quite harmless 
hut are quite important as con 
versational planks for village and 
small town life” 

Thus stood Canute Notley on 
the Brighton shore, ordering back 
the rising tide of self-service. 

Some may have wondered how 
a leading British advertising 
agent could adopt such an atti 
tude towards a form of retailing 
which is popular with the house- 
wife and growing so fast that the 
IPA Research Committee has 
been examining its potential 

Mr. Notley hazarded that he 


might be called a “shocking re- 
actionary” for opposing “stan- 
dardisation, the advance guard of 
which is American advertising.” 
“Let us conduct our advertis- 
ing in the English idiom in 
immaculate good taste.” he said 
Apparently he thinks efficient, 
hygienic retailing is contrary to 
the British way of life. Funny 
thing is, the housewife likes it 


THE SAME OVER THERE 


PPARENTLY advertising is 

going through this phase of 
self-denigration on the other side 
f the Atlantic, too 

Fairfax Cone, president of 
Foote, Cone & Belding, is re- 
ported to have used the words 
phony,” “trite” and “contrived” 
when he spoke to the Associa- 
tion of Canadian Advertisers 
about ads he doesn't like. 

He appealed for “honest, sur- 
prising, intriguing fact to reach 
consumers through all the shout- 
ing of to-day’s advertising.” And 
he attacked “bad, dishonest, 
cynical copy and art.” 


NOTHING NEW 


HEN Iliffe promotion man 
Maurice Seymour opened 
his mail at home one morning 
he found a leaflet announcing 
that it was Seymour Day and 
assuring him that he would be 
“interested to know that many 
hundreds of those who share 
with you the great family name 
of Seymour will to-day join you 
in considering this leaflet.” 
It was an appeal for donations 
to the Marie Curie Memorial 
Foundation. 


“There's nothing new under 
the sun, so I suppose this must 
have been done before,” says Mr 
Seymour, 

He's right. It has 

But it’s always interesting to 
speculate how busy Smith Day 
must be 


SOOTHING BALM 
OW will commercial 1 
affect the revenue of other 
media? 

Everyone asks the question 
Few are quite convinced by the 
answer that it will boost adver 
tising all round. Statistics trom 
America do not remove the 
niggling worry that lurks at the 
back of the press ad man’s 
mind. 

The New York Times has pub 
lished something which may help 
to soothe fevered brows, how 
ever. 

It appears that a sponsored 
screening of “Peter Pan 
attracted a 65-million audience 
This worried advertising men 
who had been looking at othe: 
programmes 

William Freeman says: “This 
points up the contention of print 
media that readers may read 
whatever they wish whenever 
they see fit If the buyers ol 
white space make their use of 
it attractive it will be read, the 
say. Television and radio do not 
offer this selectivity, they hold 
for the simple reason that it 
difficult to watch or listen to 
more than one programme at a 
time Two advertisers of some 
consequence—Philip Morris and 
Doeskin Products—are inclined 
to favour this view and are cut 
ting down on television to put 
more money into print media 


TO-MORROW'S TOPICS 


© The next International Adver- 
tising Film Festival is expected 
to be held in the spring of 1956. 


@® Results of another research 
into the poster audience will be 
published next week 


@ The biggest car ad battle yet 
in Britain will follow the 
marketing of Harry Ferguson's 
“People’s Car,” 


Trend to watch: Saturday is 
slipping as favourite shopping 
day 


@Shrewd marketeers are fore- 
casting steep rises in sales of 
frozen foods, filter-tip cigar- 
ettes and dietetic foods. 


@ New store-by-store demonstra 
tion technique to sell citrus 
fruits in Britain will be intro 
duced in London and big pro 
vincial centres soon. This will 
precede an advertising cam 
paign for Florida fruit 


@*“Eat More Fish” campaign 
copy may be changed to in- 
clude directions for preparing 
shell fish. The aim would be to 
boost crab sales. 


@ An all-out bid by Coca-Cola to 
win a bigger slice of the soft 
drinks market may be expected 
this summer 
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Would you like 


to sell in a 


$1,600,000,000 
market in 
CANADA? 


When you advertise in the 7 Southam Newspapers your message For detacls, 
reaches and influences more than 1,500,000 readers daily— please wrrte 

‘ our U.K representative 
people whose buying power amounts to more than one thousand, 
six-hundred million dollars per year—people who read their local FA SMYTH, 
paper with intense interest! 54-40 LUDGATE HILL, 
THE EDMONTON jourNAL, for instance. Here is a fine example of a LONDON, B.C. 4 
Southam Newspaper . . . aggressive, steadily increasing in TELEPHONE: CITY 2784 
circulation, the only paper in the community. And yet, it is only a He well be pleased to send you a 
part of the nearly 2 thousand million dollar retail market the [ree copy of important 
Southam Newspapers cover. For complete coverage you need al! 7 brechaves eshether you sell eow én 
Southam Newspapers Canada, or contemplate dom so 


you get ACTION when you advertise in THE OTTAWA CITIZEN, THE HAMILTON SPECTATOR 
THE WINNIPEG TRIBUNE, THE EDMONTON JOURNAL, THE MEDECINE HAT NEWS, THE Al 
GARY HERALD, THE VANCOUVER PROVINCE 


SOUTHAM NEWSPAPERS 
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Selling a scientific 


‘box of trieks’ 


[HE advertising of scientific 
instruments cannot be 
other than a very meticulous 
business. The market is very 
precise and one not easily per- 
suaded. 

One of the leading companies 
in this country is Unicam Instru- 
ments Ltd-——one of the Pye 
Group of companies. Although 
the firm comes of age this year 
it is only the progress made dur- 
ing the post-war period that has 
brought the company to its pre- 
sent position. And that position 
can largely be attributed to a par- 
ticular range of instruments and 
the attendant advertising 

From 1947 onwards a major 


share of research, development 
and production § facilities © was 
devoted to the “Spectrophoto- 
meter.” a tool which has helped 
\ pen up an entirely new 


branch of science-—spectroscopy. 


A fundamental method of 
chemical analysis of tremendous 
importance to the _ research 
chemist, spectroscopy is both 
rapid and accurate. By means of 
it the content of matter is identi- 
fied by measuring the degree to 
which portions of the colour 
spectrum are absorbed or trans- 
mitted. 

Since the advent of the spectro- 
photometer, Unicam have adver- 
tised consistently in the official 
journals of relevant scientific 
societies and in_ periodicals 
seriously devoted to research 
matters. Such media are limited 
and not frequently published 
Advertisers cannot, therefore, 
rely on repetition to get a pro- 
duct known in the same way as a 
consumer product advertised 


nationally. But good advertising 
is not the prerogative of the con- 
sumer product; in scientific 
media it is essential. 


~_ KENT 
SENGER 


CHATHAM 3 
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Here, possibly more than any- 
where else, it is important not to 
offend the intelligence of the 
reader. Straightforward copy, 
good illustrations and clean 
layout reign supreme ovef the 
corny “twist” and dog-eared 
slogan. Realising this, Unicam’s 
advertising has reaped its just 
reward. Orders have continu- 
ously kept pace with production 
and the instrument is now widely 
used in university and research 
laboratories. 


New interest field 


Having in this way established 
a sound reputation in the world 
of science production facilities in 
Cambridge have been expanded 
As a result it is now possible to 
interest in the new science con 
cerns beyond the academic field. 

Research into raw materials 
naturally results in many impor- 
tant discoveries and the informa- 
tion gained during infra_ red, 
visible, and ultra violet investi- 
gations has lead to new products 
and new processes Everyday 
industry benefits from such pro- 
gress. The Unicam organisation 
has been particularly fortunate 
in this because their spectro- 
photometer speeds up accurate 
routine analysis during manufac- 
ture and so ensures the quality of 
the finished product 

This then was the new 
market—industry as a whole— 

a vast market that is even to- 

day surprisingly unaware of 

what science can do for it. 

The degree of caution they 
exercised earlier prevailed in Uni- 
cam and they did not leap head- 
long into the new and broad field. 
They anticipated many of the 
publicity questions that would 
need answering before launching 
into the second stage of develop- 
ment 

So far as the academic scien- 
tific world was concerned the 
prestige of the company could 
hardly be higher. If a part of 


SPECTEOPHOCTOMETERS 


that reputation was ever to be 
transmitted to the new readership 
it should obviously be sug- 
gested right from the start. 

But in what manner ? 

Moreover, the descriptions 
hitherto offered in the advertise- 
ments to the scientist would be 
quite beyond the comprehension 
of the industrialist who could be 
helped to equip his works more 
efficiently. Although the spectro 
photometer does not require 
skilled operation its basic prin- 
ciple is complicated and head- 
lines simply stating “3,600 A— 
10,000 A” would create a very 
negative reaction in the mind of 
anyone but the initiated. Obvi- 
ously a completely new copy 
approach was called for. 

But what was to be the theme ? 


Keeping up-to-date 


It was appreciated that the 
straightforward presentation of 
the instrument itself in a tidy 
setting had succeeded in scientific 
journals where readers were 
anxious to keep up-to-date with 
developments. But what would 
be the reaction of the mass-pro- 
ducer to an illustration of an 
unfamiliar “box of tricks”? 
How could the works director be 
tempted to read advertisements 
he would not have heard of, let 
alone recognise ? 

Furthermore, the  straight- 
forward layout, previously so 
commendable, had no essen- 
tially Unicam characteristic. 
Would it be possible to set a 
style of announcement that 
would become associated with 
the name of Unicam alone ? 
The final overall consideration 

was that the advertisements 
should retain the good taste and 
dignity of earlier advertising 
because, in the first instance, they 
were to appear in “half-way” 
journals—those read by both 
research scientists and the indus- 
trial laboratory worker. The 


@ Continued on page 406 
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gate naccessible 
but receptive... 


Ore m nd quarry managers are 
busy peo you may find them in 
the for workings or at the top 
ofaclifi. ‘!e one place you can be 
sure of! ting them is in the 
advertisevent pages of Mine & 
Quarry Engineering. Each month 
they « the editorial and ad- 
vertise for methods, ideas and 
equipment which will improve the 
efficien their undertaking. 


ro up oF- 
RAILWAY TRACTION . THE INDUSTRIAL CHEMIST + POWER AND WORKS ENGINEERING . 
RE AND BUILDING .- COKE AND GAS wai & QUARKY ENGINERRING + COLLIERY ENGINERIING 
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NOT QUITE LIKE THIS... 


You have got to move fast in advertising and our 
service is as streamlined as any in the business. 
But we aim to be the finest lithographers in London 
—not necessarily the fastest. We can go a rare 
gallop if necessary so long as we have time to be 
really good. What's that, Sir? Delivery brought 
forward a month? Why certainly, Sir . . . we'll 
flog the men on the floor until the ink bursts out 
of their veins . 


CHARLES & READ Ltd. 


jOTO - LITHO OFFSET FOLDING BOX CARTONS 
27, Chancery Lane, 2 
London, W.C.2 Specialist factory at 
Telephone: Holborn 2882 Harlow, Essex. 
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SELLING A ‘BOX OF TRICKS’—continued 


previous satisfactory association 
with the academic mind was in 
no way to be marred in the new 
series by a careless “jazzed-up” 
approach. 

These were some of the prob- 
lems that came to light during 
discussions between Unicam and 
their advertising agents, Arks 
Publicity Ltd. 

It was agreed that they could 

not each be answered as a 

separate entity but should be 

simultaneously woven into the 
fabric of a new campaign. The 
basic need, however, was 
crystal-clear—arresting design. 

The decision was therefore 

taken that the eventual designer 

of the advertisements should be 
called into consultation right 
from the start. 

An appraisal of the work ct 
outstanding contemporary de- 
signers suggested that Karo 
would be able to tackle the 
problem successfully. He was 
invited to take part in the project 
and a trip to Cambridge was 
arranged so that he could study 
the instruments and discuss their 
function with the technicians 
engaged in their development. 


Establishing a theme 


Subsequent discussion and full 
briefing on exactly what the ad- 
vertisements were to achieve 
resulted in the establishment of a 
theme within a very short time. 

It was decided to make copy 
and layout capital of the fact 
that the spectrophotometer .¢ 
vealed things hidden from normal 
vision. The idea that it gave to 
the chemist “a third eye” offered 
endless possibilities for headlines 
and design. The fact that an 
illustration of the instrumert 
would mean nothing to the indus- 
trialist led to its exclusion in the 
interests of a stronger pictorial 


The “spectroscopic eye” theme is 
varied in this Unicam advertise- 
ment, Attention is claimed by 
a plentiful use of “black” space. 


element. And further to suggest 
the good standing of the company 
it was agreed to avoid an address 
line by referring to “Unicam 
Instruments of Cambridge” 
within the body matter. 

Thus equipped with six head- 
lines for the initial series, and an 
assurance that the copy would 
not exceed 80 words in a single 
panel, Karo set to work. 

The eventual outcome of this 
groundwork has been six distinc- 
tive designs strongly linkea by 
the “spectroscopic eye” thems, 
which have been appearing regu- 
larly since early January. Atten- 
tion getting value has been 
achieved with no loss of dignity 
and the copy, though - still 
straightforward, avoids techni- 
calities. 

The advertisements do nct 
baffle the new readership. The) 
intrigue it. 


Display to encourage gardeners 


Two crowners now being used by Graham Farish Ltd., to help pro- 

mote “Plantoids” at the point of sale. One for flowers and another 

for vegetables, the crowners are in full colour and were processed 
by Norbury Printers Lid.. of Manchester. 
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With nearly 90 years’ experience 


SMITH, DALBY-WELCH 


know that it takes practice to speed you acros: |'\e tightrope of 
POSTING YOUR DIRECT MAIL SHOTS ON TIME 


You may think there’s no more to the despatch of they require; and th thods of bulk posting — to 
sales letters and circulars than envelopes, stamps mention only a few. Our postal department is expert 
and a letterbox. On the contrary, this vital link in in these matters, er-uring that your direct mail 
your direct mail campaign is suspended over a material in quantitie up to 3 million per week — 
perilous chasm of regulations. You are probably will be posted on time. We can also supply all the 
unfamiliar with the rules regarding posting time for necessary covers ander. clopes. Ask for our advice and 
circulars; the variety of covers, flaps and fastenings quotations before your next posting problem crops up. 


SMITH, DALBY-WELCH LTD 


Po:tal Advertising Contractors 


ESTABLISHED 1868 


11-12 HALF MOON COURT.+ LONDON. E.C.1 - Telephone: MON 9671 (5 lines) 
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Automatic vending is steadily gaining ground 
New problems face the 
advertiser when the product is for— 


Selling by the 


robot 


By A SPECIAL CORRESPONDENT 


in this country. 


SLOW. but surely a new 
form of merchandising 1s 
becoming established in this 
country It is one which 
merits the close attention of all 
those engaged in advertising 
and marketing It is auto- 
matic vending 

Progress in this field is bound 
o be slow at first because most 
of the limited number of vending 
machine manufacturers at present 
plan buta restricted output The 
hundreds, or maybe the few 
thousands, of new vendors which 
“ be placed at strategic selling 
points throughout Britain this 
year will obviously not make a 
tremendous impact on total sales 

yn selling methods in 1955 

But as the years go by and pro 
duction of the machines is rapidly 
stepped up, automatic vending 
will become a force to be 
reckoned with in this country 

There are those who will scoff 
it this idea im the same way as 
it was said that self service and 
frozen foods would not “catch on™ 
in Britain. Self service and frozen 
foods are here and automatic 
merchandising is undoubtedly on 
the way Strictly speaking, it 1s 
incorrect to regard automatic 
vending as new What is new 
about it is the much wider con 
ception and the amazing develop 
ments which have taken place in 
the construction and reliability 
of these robot salesmen 

In pre-war days the bright red 


’ 


penny-in-the-slot machines offer 
ing bars of Nestlé’s chocolate 
were a familiar sight. They were 
found on most railway and Un- 
derground stations alongside 
similar machines offering throat 
pastilles, chewing gum and 
matches. Most common of all 
automatics before the war were 
the cigarette machines Few 
tobacconists did not have one of 
these to place in the doorway 
after closing time. In those days 
the sixpenny and shilling packets 
of popular brand cigarettes made 
them a “natural” for the auto 
matic vendor. And do you re 
member getting the halfpenny 
change in a packet of 20 Players 
which then sold at 114d.” 


Problem of price 


As the tobacco duty rose dur 
ing the war years and the price 
of cigarettes went up, some 
machines were adapted to the 
new prices and some took packets 
containing odd numbers of 
cigarettes to sell at a round 
figure. But all too often no 
sooner had the machines been ad 
justed than once more up went 
the price. This, together with 
the increasing scarcity of cigar 
ettes in the war and immediate 
post-war years ultimately caused 
most of the machines to give up 
their losing battle 

To-day, the price of 20 popular 


This {rnertican 
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chandising machine 
can deliver a hot 
dog a few seconds 
after the coin has 
been inserted in 
the Ubited States 
a great many fac 
tories have these 
robot sellers on the 


premises provid 
ing a service that 
would otherwise 


not be available 
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brand cigarettes is just about the 
worst it could be for automatic 
vending. At least three coins are 
necessary to produce 3s. 7d. Even 
with machines made to accept 
two florins or four separate shil- 
lings, it is necessary to give five- 
pence change with each packet. 
If cigarettes could be reduced to 
a shilling for 10 and two shil 
lings for 20 the standard packs 
would again become ideal lines 
for automatic vending. Even 
Is. 6d. and three shillings would 
be a help 

With this country’s most popu- 
lar pre-war line for the robots no 
longer easily usable unless 
special odd-number packs are 
produced, what other commodi- 
ties are likely to appear in the 
machines in the coming era of 
automatic merchandising”? 


Increased sales possible 


Chocolate and confectionery 
are fast returning although our 
old friends, the penny bars of 
chocolat¢, seem to be things of 
the past 

Completely new to _ this 
country are the soft drink 
robots which are appearing in 
increasing numbers. These are 
now to be seen in factories, 
office blocks, amusement 
arcades and in places of enter- 
tainment. With the vastly 
increased demand in __ this 
country for soft drinks, it is 
not surprising that soft drink 
manufacturers are paying close 
attention to the possibilities of 
further increased sales to be 
opened up by automatic 
vending. 

After all, most soft drink sales 
are impulse sales and if the drinks 
can be made readily available 
when and where that impulse is 
likely to arise, then sales will soar 

Two different types of machines 
offering soft drinks are on the 
market One type produces a 
bottle of fizzy drink for the 
nimble sixpence. Some machines 
in this class also produce a drink- 
ing straw as the British public 
has not yet adopted the American 
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One of the products being pro 

moted On an INCreasing Ss ale by 

automatic vending machines is 

Pepsi-Cola. Such machines pro 

duce “plus” sales and do not 

affect trade adversely in other 
quarters 


habit of drinking direct trom the 
bottle The second type of 
machine produces a paper cup 
into which is squirted a dose of 
fruit squash and then either plain 
or carbonated water 


Chilling the drink 


Both classes of machine. and 
there are several different makes 
in each class, incorporate some 
form of refrigeration so that a 
properly chilled drink is offered 
to the user of the vendor. This in 
itself may have a salutary effect 
on soft drink marketing = in 
general The manufacturers are 
always bemoaning the fact that 
the average retailer will not serve 
their products properly cooled. If 
the public shows a preference for 
the chilled drinks obtainable from 
the automatics, the retailers may 
find it necessary to pay morn 
attention to the manner in which 
drinks are served——particularls 
in summer months 


The new vendors coming ov 
the market are, however, by mn 
means limited to those serving 
cold drinks. Quite apart fron 
the larger moulti-flavour soft 
drinks machines which offer a 
selection of flavours by the turn 
of a knob, there are also 
machines which produce a cup ot 
hot coffee. Jn fact, to maintain 
all - the - vear - round sales a 
machine is heing de veloped which 
will offer a choice of a cold soft 
lrink or a hot coflee Even a 
machine for hot cups of tea has 
heen rumoured and may well be 
here sooner than some expect 

An aspect of automatic mer- 
chandising of major importance 
is the enormous advertising value 
of the robot itself. To attract 
attention, the machine needs to 


@ Continued on page 4/0 
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A collapsible stand, litho embossed in seven Porcelain finished, \vashable ii 


A simple self-service and 
colours. Easily erected to display presentation surface showcard p/hoto- visible storage display. 


cases and pens. lithographed ineigh: olours. — ; 


Hanging cut-out i: metallic 
foil, litho or litho porcelain 
finish. 


RADIO & TE LEVISIO Easifix projecting cul-out with 


twin steel pins. Easily and 
firmly fixed in window frames, 
doorways and in «all small 
spaces where showcards could 
not be displayed. 


These are some of the displays made by Acme of Enfield for 
well-known advertisers. Everywhere you go you will see these 
displays because they are well designed and well made. Let 
Acme of Enfield pe, and make your displays — they will 
help you to sell your goods. 


ACME......... 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
Paragon Works - Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Telephone: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 


Three-dimensional litho cut-out display in nine 
colours and with five projecting planes. 
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ADVERTISER'S 


WEEKLY 


at your fingertips 


... @ complete point-of-sale 


Display Service 


Design From visual to finished artwork 
our experienced team of artists is 
available to give originality to your 

; displays. 


Construction Sound and ingenious 
construction ensures perfect and 


g practical presentation. 


: A complete Service The most modern 
. and varied methods of reproduction 
! used to complete a service of which 


we can be justly proud. 


r Why not pass your Display problems to: 


‘ TRAPINEX 


TTRAPINEX LTD., DISPLAY DIVISION 
176-188 Acre Lane, Brixton, London, S.W.2. 
Telephone : BRIxton 2057 (4 lines) 


Counter Displays + Window Displays 
Showcards * Tube Cards + Posters, etc. 
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SELLING BY THE ROBOT —continued 


be well illuminated and clearly 
marked to provide instant recog- 
nition of the product it offers. 
Thus a first-class advertisement 
stands permanently in the busy 
spot where the machine is 
located. The machine needs regu- 
lar servicing to keep it stocked 
and in good order, and this con- 
stant attention ensures that the 
machine is kept clean, smart and 
attractive, thus adding to its 
advertisement value. 

Before going further into the 
potentialities of automatic mer- 
chandising in this country, a 
glance at the current situation in 
the United States will give some 
idea of what may be in store for 
us 


Soft drink sales 


Over there, sales of soft drinks 
through some 700,000 automatic 
vendors amount to about $400 
million a year. Roughly one soft 
drink out of every five sold in 
the States is sold by a robot. 

The other big money spinning 
commodities in American auto- 
matics are cigarettes and confec- 
tionery. A total of around half 
a million cigarette machines pro- 
duce some $650 million annually 
while half that number of candy 
machines sell some 200 million 
dollars worth of merchandise. 

After the three leaders, cigar- 
ettes, soft drinks and candy, in 
American automatic vending 
come a wide variety of goods in- 
cluding hot coffee ($50 million a 
year), milk ($17 million), ice 
cream ($14 million), chewing gum 
($10 million) and sandwiches and 
biscuits ($4 million). Miscellane- 
ous items sold through the ven- 
dors in the US include fresh 
fruit, nuts, hot soup, pencils, ball 
point pens, greeting cards, hand- 
kerchiefs, potato crisps and, of 
course, postage stamps as in this 
country. 

Most unusual perhaps are the 
automatics which for a_ nickel 
inserted by an unsteady hand 
give a whiff of pure oxygen as a 
hangover cure 


It counts the change! 


At several London main line 
railway stations there are massive 
vending machines such as that 
known as “Elmer” to be seen at 
Victoria. These machines have a 
show-case containing some 25 
different commodities each num- 
bered and priced. Coins are in- 
serted to give the user a credit. 
He then presses the appropriate 
buttons for the items required. 
The machine does the addition, 
produces the items ordered and 
gives the balance as change. 

These machines on railway 
stations naturally contain chiefly 
food and drink, being items most 
likely to be required on a jour- 
ney. They could, however, be 
used in many other fields. 

A word of warning is perhaps 
appropriate here. Some years 
ago, a department store in Bos- 
ton used a multi-item vending 
machine to offer such commodi- 
tes @5 gloves, underwear and 


jewellery at prices up to $1.75. 
The experiment was a flop for 
four main reasons. When buying 
such items, buyers like to feel the 
material and handle the goods. 
Secondly, it was found difficult to 
keep a sufficient range of colours, 
sizes and styles of the goods in 
the machine. Thirdly, volume 
sales which are essential for the 
success of any automatic did not 
materialise. And finally, it is so 
far quite impossible to give 
change automatically for paper 
money. 

This failure shows the limita- 
tions of automatic vending, but 
there is still a wide field of mer- 
chandise which can be covered. 

Another lesson that has been 
learnt in America is that the 
vending machine is not a pro- 
position as a substitute where 
personal service exists. The 
proper function of the robots is 
to render service which is re- 
quired by the public where 
that service could not otherwise 
be profitably maintained. This 
means that one of the most 
important aspects of automatic 
merchandising is the proper 
siting of the machines. 

Factories, offices and colleges 
are amongst the best locations for 
those offering food and drink 
Next come railway stations, bus 
Stations and airports and air 
terminals where large numbers of 
people are on the move. Theatres, 
cinemas, amusement arcades, 
petrol stations and sports arenas 
are also found to be profitable 
sites in the US. 


| Machines in factories 


It is said by some that 90 
per cent of all American factories 
employing over 75 persons have 
at least one automatic vendor 
In most factories these machines 
are found in groups offering con- 
fectionery, soft drinks and coffee 
and possibly also snacks and 
fresh fruit. 

In all these locations, the 
machines are filling their proper 
function of providing service 
which is not otherwise available 
Few machines are found within 
retail establishments unless they 
are extremely busy stores and the 
robot is installed to relieve pres- 
sure on the sales staff. Robots 
are normally used by retail shops 
only to provide service when the 
shop itself is closed. 

Without any doubt, auto- 
matic vendors when carefully 
sited produce plus sales and do 
not take sales from any other 
source. For that reason, this 
form of merchandising with the 
efficient new machines now 
coming on the market merits 
close attention from all con 
nected with sales promotion 
While items sold at one coin 

prices are obviously most suited 
for automatic vending, the price 
factor is no longer an insuperable 
problem for clever coin changers 
are available and machines can 
be adapted to accept a variety of 
coins and to give change 
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---do you mean simply hand it all 


over to Samson Clarks ? 


. what Hudson has been 
saying all along. They don't stop at 
press advertising — they do package 
designing, exhibition stands, display and 
point of sale material, And they'd get 
some life into our sales literature, too. 
lt would be cheaper in the... 


.. Sort of thing is 
right up their street. The last 
firm I was with got them to bring 
all their old containers up to date 
and you wouldn't believe the difference 
it made. Pleased the dealers and just 
about doubled our... 


Samson Clark Advertising is complete and comprehensive. 
Whether your plans call for a full-scale, nation-wide campaign, or a 
more specialised approach, you know that they will be handled 
promptly, with imagination, and with economy of time and money. 
In Samson Clarks you have at your service an efficient self-contained 
‘organisation combining over half a century of specialised experience in “SS 
advertising with a modern outlook and up-to-date facilities. : 
Having helped to build up the sales and reputation of many famous products, 

the company possesses both the capacity to handle major campaigns and the a! to 

advise and encourage ventures which are still in process of finding their feet. 

A telephone call or a note asking for their co-operation today could open a ne 

chapter in the story of your business. 


SAMSON CLARK ADVERTISING 


INCORPORATED PRACTITIONERS IN ADVERTISING 
$7-61 MORTIMER STREET, LONDON, W.! Telephone: MUSeum 5050 


FINANCIAL ADVERTISING DIVISION: 39 KING STREET, CHEAPSIDE, LONDON, E.C.2 Telephone; MONarch 1233 


— 
7 e 
Lay 
| SUG \ Jor owns | ft | : 
i f>’ *\ ; : re : 
iz = — ae go 
| WD ene ONE 
| (“NS 
: ~ < 4% = ) \ 
f WIZE. ae (i, 
. -” ' wi Ss - fh 
| ee <a gig J 
| % ka e~ a 
i SWE By 
* ; if a Po . 
af ' a Bag yo 
a 
ee 
ee 


ADVERTISER'S WEEKLY 


Show your advertisement to the shopper 
just as she is about to spend her money. 
Hundreds of free point-of-sale sites 

are available to you—gladly given 

by retailers because Redfern Advertising 
Rubber Mats are welcomed as part 

of the shop furnishings. Colourful, 
permanent, and hardwearing, these mats 
can incorporate any trade name, mark, 
or slogan in a wide variety of colours. 
You can be certain that they will be 
‘kept in use —acting as last-minute reminders, 
day in and day out! 


REDFERWN 


=a ADVERTISING 
wove \ RUBBER MATS 


\ DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for illustrated folder with details of 

thes permanent point-of-sale advertising medium. 

It gives examples in full colour of Rubber Adver- 

tising Mats used by some of the most famous 
» national advertisers in the country. 


Redfern’s Rubber Works Ltd - National Advertisers’ Division 
Hyde - Cheshire tram 


A conference 


in progress at the CORPA organisation in Venezuela 


one of the most prosperous countries in South America 


Imported goods preferred 


in a growing market 


DVERTISING will play an 
important role in the keen 
competition now developing 
for the consumer market in 
Mexico. The country has now 
adjusted itself to the peso de- 
valuation of a year ago, and 
conditions are approaching 
normality once again 
The government's attempt to 
equalise the international trade 
balance by imposing import re- 
strictions and tariff increases 
(reaching over 100 per cent in 
some luxury and non-essential 
items) has naturally changed the 
market for consumer goods. 
While some products have been 
completely priced or restricted out 
of the market, the well-to-do 
Mexican’s preference for im- 
ported quality merchandise over 
that of domestic make aids 
luxury imports Moreover, 
despite Mexico's rapid indus 
trialisation during the past decade, 
the country cannot yet meet the 
demand for consumer goods 
The population is increasing 
rapidly. At the last census (1950) 
it stood at 26,400,000. and is now 
probably in the neighbourhood of 


The main entrance 
to the new CORPA 
huild i in 
Caracas Members 
of the staff include 
some from the 
London office of 
Colman, Prentis 
and Varley Lid 


(See page 414) 


SOUTH 
AMERICA 


30 million. For most imported 
products it is estimated that over 
SO per cent of the buying public 
is in the Mexico City area. Be 
yond, there is a great lack of 
knowledge of available products 

[his ignorance can be attri- 
buted to the fact that few news- 
papers and magazines are read 
outside the cities Illiteracy 1s 
widespread in the Indian villages 


Poster advertising limited 


In towns and villages advertise 
ments painted on the sides of 
buildings are used. Poster and 
bill board advertising are gener- 
ally frowned upon, and as a result 
they are few and far between 


@ Continued on page 4/4 
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ADVERTISING 
MANAGERS 


Check your results 
with this better system 
of analysis 
from copy to costing 
Speedy, Simple, 
Efficient 


Are you getting results from your advertising? Can you 
tell instantly 


(a) Which journal has the greatest “pull”. 
(b) The cost of each insertion. 

(c) Which copy shows the most profit. 

(d) Which offer has produced most enquiries. 


The answer to all these queries and many others may be 
found between the covers of a stream-lined compact 
binder containing the full history of your advertising 
expenditure 


This method has been specially designed for advertisers 
secking direct replies and will prove invaluable to Mail 
Order Houses 


The records—visibly edged for speedy reference—show 
name of product, key number, description of copy, cost, 
number of insertions, enquiries received and sales result- 
ing from enquiries. All the facts and figures needed to 
give you: 


(1) Cost per enquiry : 
(2) Cost per sale ; 
(3) Final profit or loss on insertions ; 


and all other relevant details. 


Additionally, the binders house the vouchers in alpha- 
betical order of journal. If filed by key number any one 
of thousands may be referred to instantly. Thus your 
picture is complete from copy to costing. 

This method means speed, simplicity and efficiency. It 
may be handled with ease by the most junior member of 
your staff—yet its value is unquestionable 


If you are interested just jot “Advertising Records ” on 
your letter-heading for full information by return. 


Sanam 5/2705 


VISIBLY BETTER RECORDS 


The Shannon Ltd. 19, Shannon Corner, New Malden Surrey 
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Austria—ma market that 


should not 


ALTHOUGH the present 
share of the Austrian im- 
port trade is small, the growing 
prosperity of the country and 
the absence in the foreseeable 
future of any difficulty over the 
transfer of payment makes 
Austria a markét which should 
not be ignored by United King- 
dom traders. 

According to a report from 
the Board of Trade, “many UK 
exporters on exploring the 
eon fee of the Austrian market 

ave been agreeably surprised to 
discover excellent openings for 
their products.” 


Important factors 


Experience shows, however, that 
UK exporters who wish to de- 
velop their trade with the country 
must pay full attention to cer- 
tain important factors. The 
Commercial Counsellor at the 
British Embassy, Vienna, has 
recently stressed that exporters 
who are already represented in 
Austria and who wish to main- 
tain and expand their business 
should make a point of visiting 
their agents frequently. Other 
ways in which they can advance 
their interests are by helping 
their agents by suitable advertis- 
ing ; by participating, if feasible, 
in Austrian trade fairs ; by being 
as flexible as is commercially 
practicable in considering terms 
of payment and credit, and by 
making every effort to ensure 
prompt delivery. 

Austrian import statistics for 
1954 have now been issued. 
From these figures it appears that 
certain foreign countries have 
been more successful than the 
UK in taking advantage of the 


be ignored 


US ‘Tomato queen} 
es). ice Aiea 


At a party in Las Vegas, attended 
by hundreds of press, television 
and newsreel personnel, Mary 
Murphy was chosen this year's 
“Tomato Glamour Queen.” She 
will participate in the campaign 
organised by the Produce Pack- 
aging Association to boost sales 
of the vegetable. 


removal of quantitative restric- 
tions from the import into Aus- 
tria of many goods. 

The total value of Austria's 
imports from all sources in the 
year 1954 was 17,000 million 
Schillinge. The total value of 
imports from the UK (1,590 
million Schillinge) was 11.6 per 
cent higher than in 1953. 


FOCUS ON SOUTH AMERIC A—continued 


throughout the whole of Mexico. 
Highway advertising is practically 
nil because of government regu- 
lation 

Radio covers the entire nation 
and there are approximately 230 
commercial radio stations. The 
many villages without electricity 
use battery sets. Another popular 
general advertising medium is the 
cine short. 


Newspapers excellent 


Television and direct mail 
advertising are both used for city 
and large town coverage. News- 
papers are excellent and well 
edited. Printing and reproduc- 
tion, on average, are very good. 

Television is a_ fast-growing 
medium in a restricted area and 
is being used with great success, 
although its cost is still very high. 
The equipment and facilities of 
this young-industry are good and 
some of the shows are excellent 
The last count gave the Mexico 


City area approximately 120,000 
television sets. 

One of the most prosperous 
South American countries is 
Venezuela where CORPA is pro- 
minent in the advertising field 
with a wide range of services 
which include marketing and 
research. The company is inter 
nationally affiliated with Colman. 
Prentis and Varley Export Ltd. 

The staff, which is prepon- 
derantly Venezuelan, includes 
some recruited from the London 
office of CPV. Present staff 
strength is nearly 100. In addi- 
tion, the staff of CPV and 
CORPA's affiliate offices in other 
world capitals are on call at all 
times for advice, research and 
creative work. Visits of top per- 
sonnel are frequently exchanged 
between these offices and the 
CORPA offices in Caracas, where 
the company has its own radio 
and television department as well 
as its own production and print 
ing shop. 
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Our Version of 2 
the A line : 


Fashions come and go, but one most important 
merchandising factor remains constant through- 
out the ages. Whatever the fad, women go 
right on buying a vast amount of consumer 
goods. Year in and year out this goes on. 

Their attitude towards the purchase of their 
foods and soaps and beverages for their families 
changes little. Put a product in a prominent 
position in any retail outlet and it has a great 
chance of being handled, considered and bought. 


ADVERTISER'S WEEKLY 


N 


That is where our advice and experience comes 
in really handy to the many national adver- 
tisers with whom we have been associated for 
some years. We have developed the use of wire 
display material and other practical point- 
of-purchase ideas to a great extent and our 
suggestions have been adopted widely. How- 
ever, where one good creative selling thought 
was born, many more rest undeveloped 


We specialise in moving goods across counters 
or down from shelves into shopping baskets. 
Our clients use our services for one main and 
basic reason: it pays them. Perhaps we could 
help you with your particular product mer- 
chandising —will you let us try? A telephone 
call, or letter, or just a word will bring one of 
our sales team to your side really interested in 
your individual sales problem. 


A CRO Marketing Limited 


POINT OF SALE ADVERTISING 


9 WARWICK COURT, LONDON, W.C.! 


TELEPHONE CHANCERY 5654-5 
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CROYDON 
TIMES 


SERIES 


FOR CROYDON AND DISTRICT 


THE GREATER PART OF SOUTH LONDON 


IS COVERED EVERY WEEK 
BY THE NINE NEWSPAPERS IN 


SOUTH LONDON S 
SUBURBAN GROUP 


WIMBLEDON BORO’ NEWS: MERTON & MORDEN NEWS: BALHAM & TOOTING OVER 60,000 COPIES 
NEWS & MERCURY: STREATHAM NEWS: CLAPHAM OBSERVER: MITCHAM NEWS & SOLD WEEKLY IN 
MERCURY : PENGE & ANERLEY NEWS: NORBURY & THORNTON HEATH NEWS : SOUTH LONDON’S BEST 

NORWOOD NEWS. RESIDENTIAL DISTRICTS. 


ADVERTISEMENT MANAGER : ALISTAIR MACDERMID. 


NEWS BUILDINGS, 2 BELVEDERE ROAD, UPPER NORWOOD, S.E.19 


Telephone : LIVINGSTONE 3333 
(Members A.B.C.) 
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The ‘Advertiser’s Weekly’ Market Research Team 


surveying the GREATER LONDON region 


discover that— 


sound 


TP SERE are many 

reasons why Greater 
London is a natural choice for 
a great many product launches 
which later swell into national 
distribution. In the past few 
years we have seen (to name a 
few) cigarettes, biscuits, deter- 
gents, and paint, start in this 
way and achieve national dis- 
tribution in a relatively short 


time. London is, in so many 
respects, such a_ pertect 
microcosm of the national 


market that it 1s tempting to 
any advertiser to use it for 
launch purposes, however 
limited his budget may be. 

There are, however, three main 
reasons for using this area for 
test campaign purposes which we 
propose to enlarge upon in this 
review 

@ The size and composition 
of this vast market. 

@ The buying power which 
it represents. 

@ The variety and multipli- 
city of the advertising facilities 
available. 

For illustrative purposes, we 
propose to review this area from 
the point of view of marketing a 
new, popular-priced brand of 
toilet soap; what we shall have 
to report, however, will, we hope, 
be of interest to advertisers of 
other products as well 


Three basic areas 


Let us first examine the size 
and physical features of the area 
Its population contains one- 
sixth of the total population of 
the United Kingdom. It is not, 
however, practicable to consider 
this market in terms of county 
boundaries: London. in fact. 
consists of three areas, compris- 
ing 
) the City, 

)} the County of London. 


1 
i 
> 

leo 


(3) Greater London. 
The night population of the 
City at the time of the 1951 


Census was 5,268, compared with 
a population in 1931 of over 
10,000. A century ago the num- 
ber of residents in the City was 
many times greater. 


This decline in residential 
population in no way reflects the 
commercial importance of the 
City, which is as great now as it 
was 740 years ago when King 
John granted to it his fifth 
charter The City, indeed, 
played an‘important part in the 
signing of Magna Carta, and to 
this day the Common Seal bears 
the inscription “Sigillum Baronum 
Londiniarum” (“The Seal _ of 
London's Barons”) 


Extent and population 


The County of London area 
(including the City) extends over 
117 square miles and embraces 


Better-than-ever medi: facilities 


in this 8-3 million market 


The Greater London market has a high earning and big spending populatic 
means of advertising goods and service: 


the borders of th »politan 
Police area, i.¢., des the 
whole of Middles« ‘ parts of 
Essex, Kent, Surre lertford 
shire. 

Its population time of 
the last Census 346,137 
(3,921,195 males 424,942 
females) The ints of 
Middlesex alone xceeded 
two million and t e parts 
of Surrey and Ess iined in 


Value 


': also possesses powerful and varied 
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Greater London were in excess 
of one million each 
One of the most impressive 


factors of recent years has been 
the development of medium-sized 
suburban areas grouped around 
the industrial hub. No less than 
22 of the “new” towns which 
developed populations in excess 
of 50,000 between 1931 and 1951 
are in the Greater London area 
or within easy travelling distance 


of weekly retail 


sales ‘s at boom level 


UR _ionext is to 


a population of 3,348,336. examine ti cloping 
Between 1931 and 1951, how- buying power i ted by 
ever, the inhabitants of this the indices of I pros- 
administrative area declined in  perity. 
numbers by 24 per cent. This In the third q st year, 
dec ne has been more than’ [London and the $ t main 
balanced by the increase in tained its lead ov rest of 
population by 31 per cent of the the country with test rise 
Greater London area over the jn economic activ e 1948 
same period—a population which The high level of facturing 
is still expanding. prosperity was cont 1. Retail 
Occupying an area of about trade expanded at higher 
722 square miles, Greater London’ than the national ge. An 
embraces the City, the County accompanying ta reflects 
proper and the suburbs as far as changes, in real tern London 
Indices of Regional Economic Activity 
(1948 — 100) 
Annual Averages ios! 1954 
wien 4th tnd d Int 
t v< ] 

1949 1950 | 1951 | 1952 1983 OF on Qu 

London and SE 106 «183 | «817 | $14 )=«120 | «128 | :123)«128 124 
Fastern 106 =A 113 112 8 )=«-123 19 )«=— 122 | 9 
Southern 105 «10k |S | 03) 0B | 123 | 196) «120 | «HN 
South-Western 106 | 01 | 993°) 112 | 997 | 123'| 097 2 | 119 
Midlands 104} 111 | 195 | 114 | 197 | 126) 116) «123: | «123 

North-Midlands 106 11 113 110 116 121 115 119 121 
Fast and West Ridings 105 113 115 il! 117 122 116 21 122 
North-Western 106 «61120 «O14 108s 314) 120 | 1th OB ON 
Northern 105 198) 414s sO | 126 | 116 | 22d | 923 
Scotland 103 «107 | 110 | 109s 112 | «396 | OE) OES | M4 
Wales 105 110 112 itt il4 120 114 116 117 

Great Britain 105 ili 114 112 117 123 116 121 121 


and the remainder of Great 
Britain from 1949 to the third 
quarter of last year 


The pace of reconstruction in 
creased Jast year ; new blocks of 
flats rose in every part of London, 
and the building of new office 
buildings and factories was cither 
started, continued or completed 
Even the City began to show pro 
gress in this direction The 
Ministry of Transport authorised 
work to begin in 1955 on the 
partly built Thames tunnel from 
Purfleet to Dartford 


National average exceeded 


Retail sales, however, are also 
indicative of the prosperity of a 
region. The value of weekly re 
tail sales by large refailers (ic 
by department stores, firms opera 
ting multiple chains with 10 of 
more branches, and retail co- 
operative societies) in Central and 
West End London and suburbs 
by comparison with Great Britain 
as a whole is shown in another 
accompanying table (page 418) 

These figures show that sales 
in the London suburban area of 
food and perishables, and, in fact, 
of all merchandise, are, with rare 
exceptions, at a higher level than 
for the country as a whole. 

In mid-summer during the holi- 


@ Continued on page 418 
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The 


BIG 3 


SETTLE ALL 
selling 
PROBLEMS 


for the space buyer— 


Your confidence is assured by :-— 


INCREASED SALES 

RECORD ‘ SMALLS’ 
RESPONSIVE READERSHIP 
with cash to spend 


= 44, 518 
17'64 s.c. inch 
NORTH LONDON'’S 


BIG THREE 
WEEKLY HERALDS 


he & td 


Weekly Herald 
Wood Green, Southgate & 
Paimers Green Weekly Herald 
Enfield Weekly Herald. 
8239 HIGH ROAD, 
TOTTENHAM, N.1I7 
TOTtenham 322! (4 lines) 


FOR YOUR NEXT 
APPROPRIATION 


BOREHAM WOOD & ELSTREE 


POST 


EDGWARE 


POST 


HENDON 


POST 


Combined Rate, 8/- per s.c.i. 


165 STATION ROAD, 
EDGWARE ~- MIDDLESEX 
Telephone : EDGwore 5217/8 
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Greater London 


The London ‘evening —an 


essential medium 


days, it is not surprising to find 
the position reversed The 
superiority in sales of clothing 
and footwear, and of household 
goods, appears to vary more, and 
has not the same degree of con- 
sistency. For Central London 
and the West End the figures 
show a pattern for sales of food 
and perishables and all merchan- 
dise below the level of the 
national average. As compared 
with the carly months of last 
year, sales in January and Feb- 
ruary reveal the same trend in the 
two areas as in the country as a 
whole. 


Testing the market 


Before we turn to the third 
aspect of our inquiry, the media 
facilities available, we must give 
some thought to the product we 
propose to test in this market 
new, popular-priced toilet soap. 

In such a highly competitive 
market adequate initial research, 
before any marketing plans are 
finalised, is indispensable. The 
advertiser will have to satisfy 
himself that there is, beyond 
all doubt, room for another 
brand, and also the price level 
and type which is most likely 
to meet with adequate 
response. 

To this end he will need to 
have current and comprehensive 
data on the soap using habits, for 
toilet purposes, of all members of 
the family in the various social 


» 


He will need to 
know the types and brands 
favoured by members of the 
family for each toilet purpose— 
for the bath, for face washing, 
for removal of cosmetics, etc. (in 
the last instance he will want to 
know how far women use toilet 
soap at all for this purpose). 

He will also require informa- 
tion on buying habits—who buys 
and the frequency of normal pur- 
chase. From the point of view of 
acceptance of his product, and 
also for copy points to be de- 
veloped in his advertising cam- 
paign, he will seek reactions to 
perfume, effect on skin, cleansing 
properties, etc These are only 
some, and the more obvious, re- 
quirements he will need to meet 
before he can satisfy himself that 
he has the preliminary data neces- 
sary to develop his marketing and 
advertising plans 


class groups. 


Distributive 
outlets 


TUDY of the distributive 

outlets available in his 

launch market may well con- 
stitute the next step. 

In the Greater London Region. 
according to the Census of Dis- 
tribution, 1950, there are 3,314 
retail outlets in the “Chemists’ 
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goods, photographic goods 
group.” Of these, 2,384 are dis- 
pensing chemists; 1,869 are 
single establishments and 599 


possess 10 or more branches. In 
the “Grocery group” there are 
12,486 outlets, of which 4,633 
consist of more than one unit 
It includes 637 Co-operative retail 
societies. Within the omnifarious 
“General group” are contained 
345 units—118 department stores 
and 227 “variety and other 
general stores.” 


Strengthening the impact 


Finally, let us turn our atten- 
tion to the advertising tacilities 
which, within the means at his 
disposal, are available to the 
advertiser, either as the spearhead 
of his campaign or as a means 
of reinforcing the impact he hopes 
to make on the consuming public 
of Greater London 

In the former category, i.e. as 
the spearhead of his regional 
campaign, he will undoubtedly 
place the London evening press. 
[here are excellent reasons four 
such a decision 

The high technical excellence 

of production, the status of a 
great daily newspaper, the 
extensive distribution through- 
out the entire area, and the 
intensive home coverage, all 
point to this as an essential 
regional medium. 

No doubt, these are some of 
the reasons why the London 
evenings are used so prolifically 
for advertising by the great 
department stores; a use which 
experience must have proved 
more than justified in terms of 
sales as well as of prestige. They 
will also explain why retailers 

@ Continued on page 420 


Value of Retail Sales Per Week—Large Retailers 


Jan Feb 
Clothing and Footwear 
London 
Central and West End 104 78 
Suburban 96 3 
Great Britain 9 x9 
Household Goods :— 
mdon 
Central and West End 122 96 
Suburban 103 Ww 
Great Britain 112 9 
Non-Food Merchandise 
London 
Central and West End 105 92 
Suburban 9” 95 
Great Britain 104 9s 
Food and Perishables :— 
Landon 
Central and West End 129 117 
Suburban 3s 1% 
Great Britain 131 132 
All Merchandise :— 
London 
Central and West End 110 “9 
Suburban 123 122 
Great Britain... 118 1s 


(Average 1950=— 100) 
1954 


Mar April May June July Aug 


107 1! 122 117 120 95 
106 120 133 1% 118 101 
105 2 1” 129 1w 107 
Ww 95 102 10s 127 ra 
113 112 120 116 120 112 
1i4 it! 118 111 132 115 
101 106 113 112 122 97 
id 1i2 125 123 118 104 
107 1 122 124 130 it 
1” 124 108 124 120 i! 
138 13” 1% 136 133 130 
iM 135 132 13s 134 

108 110 tit 118 121 102 
128 iw 132 131 129 121 
122 126 128 129 132 ! 


Source. Board of Trade 


Sept. Oct Nov Dec Jan Feb 


127 140 144 177 109 as 
121 128 149 255 aN 92 
118 125 136 200 105 92 
122 125 133 139 130 108 
141 143 161 181 120 119 
134 137 149 160 128 117 
121 130 145 i179 iit 101 
124 128 150 235 104 101 
120 126 142 204 112 101 


12 12 135 161 128 124 
137 139 147 170 143 145 
136 135 139 138 140 140 
122 130 142 174 114 97 
132 13S 148 191 131 130 
129 131 14} 179 127 122 
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ere) | CROYDON ADVERTISER 
ta] FAMILY OWNED & FAMILY READ 


The Croydon Advertiser, founded in 1869, is proud of the fact that it is 
| a Family Owned newspaper e then, the Croydon Advertiser Series 
has become accepted—by ac sers and readers alike—as the leading 
group of suburban newsponers in Metropolitan Surrey and Kent. 
The Series, now of 8 separai« newspapers, has a weekly sale exceeding 


76,736 Weexcy 


CATERHAM] 


[PURLEY | A.B.C. NET SALES, ARY TO DECEMBER, 1954. 
| (eee) FLAT RATE © (1 AND HALF PAGE RATES 


— —— 3%/- S.C.I. ON APPLICATION 
This map shows the trading area, each town is fully served ' 


by bus or train with Croydon as its centre. CRO: - . ADVERTISER SERIES 
CROYD! )VERTISER 
asc ’ PURLEY \ | OULSDON ADVERTISER 
* To ensure getting into this valuable Family market BECKE & PENGE and 
il : VEST WICKHAM ADVERTISER 
with incomes ranging from £300 to £3,000 per year, SUTTO* HEAM ADVERTISER 
: . 7 , MITCH rOOTING ADVERTISER 
agencies planning their Autumn campaigns, are WALLIS & CARSHALTON ADVERTISER 
. ‘ EPSOM ELL ADVERTISER 
advised to mak rly -rvation. 
os SURRE) NTY REPORTER 
(Lea id, Ashstead, Fetcham and Bookham) 
heweewees - 
THE CROYDON ADVERTISER LTD., 36, HIGH STREET, CROYDON. | hone: Croydon 2692 (Private Exchange) 
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The Finest Medium for ' 7 
’ ’ } 
North London |: OCOSTHOS ) 
THE 7 
pit J uner English, the little world 
ISLINGTON GAZE | | E covered by 1 st London Observer! It's read 
equa mansion or mews, from 
(Now in its 99th year of publication) Putney to Vi len, Kensington to Hounslow 
. read ea every Friday for its news, 
J views, Spo/ issip and ads., big and small. 
If you've a mes for *21,739 people and their families, 


not send it via the 


FULL COVER FOR LONDON’S 


MOST DENSELY POPULATED Chest Dondon Observer 


AREA ) 
BARNES © MORT ' © KENSINGTON © PUTNEY © RICHMOND 
SHEPHERDS BUSH © HAM © NOTTING HILL © ACTON © PADDINGTON 
" HAMMERSMITH @ HALL © st MARYLEBONE © HARLESDEN 
HANWELL @ CHIS kK @ HOUNSLOW © BAYSWATER © BRENTFORD 
WEST KENSINGTON * FEAST SHEEN © KNIGHTSBRIDGE ° KEW 
Particulars and Rate Cards from: 
J. C. ROGERS, Advertisement Manager, Send fer ate cord and nes ©: 
' : L.O. OFFICES, 16, QUEEN CAROLINE ST., HAMMERSMITH BROADWAY, W.6 
10 GOUGH SQUARE, E.C.4_ CENtral 5651 — Telephone : RiVerside 1451 


* ABC CIRCULATION FIGURE 21,739 July-December, 1954 
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THE 


ENSINGTO 
NEWS 


AND 
West London Times 


~ FRIDAY (Price 34.) 


This popular Newspaper has been established over 80 years 
and circulates in the following districts :— 
Kensington Shepherd’s Bush Hammersmith 
S. Kensington Bayswater Fulham 
Notting Hill Paddington Chiswick 
Brompton Chelsea Acton 
Mayfair Barnes 


HEAD OFFICE: 118 KENSINGTON CHURCH ST., W.8 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8 


RICHMOND HERALD 
BARNES & MORTLAKE HERALD ano 
PUTNEY & ROEHAMPTON HERALD 


Members A.B.C. 

Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Friday’s issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond RiIChmond 331! 


IN THE GREATER LONDON AREA YOU MUST USE 


Fridays : Price Sixpence. Editor : Jon Kimche 
The ONLY Jewish publication with ABC Net Sales Certificate 
15,430 copies weekly (July - Dec. 1954) 

Reaches over 9,200 families in the Greater London area 
Used by over 50 National Advertisers 
Advertisement Representatives 
William Samuel & Co. (London) Ltd., 

17 Philpot Lane, E.C.3 Tel.: Mansion House 0428 9 
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Greater London 


160 weeklies circulate 


in this 


in so many other fields make ex- 
tensive use of space in this 
medium 

The IPA Readership Survey 
found some 2.7 adult readers per 
copy, the readers of each news- 
paper being as follows 

Evenine News 

The Star 


3.832.000 
2.858.000 
Evening Standard 2,133,000 

For the purpose of our pro- 
duct, however, we are primarily 
interested in housewife readers, 
and for them the IPA figures 
are also given on this page. 

[he percentage of total 
readers of each paper who are 
married adults is also pertinent: 

Evening News 69 

Star 71 

Standard 67 

Duplication of readership 
figures will also interest our ad- 
vertiser in the sense that, ideally, 
it is desirable to expose each 
reader to his advertisements as 
frequently as it is economically 
possible. It is too early yet to 
determine how far f at all, the 
newspaper strike and the 
quent increase in the price of the 
London evenings from 14d. to 
2d. may affect readership of more 
than one evening, but the follow- 
ing information has been ex- 
tracted from the /PA Readership 
Survey 


conse- 


Twenty-eight per cent of 
housewife readers of the Even- 
ing News also read The Star 

Twenty-one per cent of 
housewife readers of the Even- 
ing News also read the Even- 
ing Standard 

Thirty-nine per cent of house- 
wife readers of The Star 
read the Evenine News. 

Twenty-five per cent of 
housewife readers of The Star 
also read the Evening Stan- 
dard 

Forty-four per cent of house- 
wife readers of the Evening 
Standard also read the Even- 
ing Ne ws, 

Thirty-seven per cent of 
housewife readers of the Even- 
ing Standard read The 
Star 
Planning for the greater Lon 

don Region must take into 
account the powerful weekly 
press. Its advantages are that it 


also 


aiso 


region 


will help materially to reinforce 
our evening press advertising in 
residential districts close to points 
of sale; the “life” of the weekly 
is long, and there is much evi- 
dence to suggest that it is care- 
fully and thoroughly fead in the 
home 

Greater London is strong in 
respect of its weekly press ; in the 
area there circulate as many as 
some 160 such papers, including 
groups which can offer up to a 
maximum Circulation of over one 
million of all newspapers within 
the group. In addition to the 
many long-established indepen- 
dents in the area, there are 15 
major groups, each having high 
combined circulation figures 


Cinemas and 
transport 


HE cinema as a medium is 

more than worth the atten- 
tion of our advertiser, more 
especially since the more 
recently published official 
figures show an upward trend 
in the London area. 

In the third quarter of 1954 the 
number of admissions in the 
London and South - Eastern 
Region exceeded 66 million, an 
increase of 2.8 per cent compared 
with the corresponding quarter of 
the previous year. Admissions to 
cinemas in the United Kingdom 
during this quarter recorded the 
highest figure since the first 
quarter of 1952. Within the area 
there are 395 cinemas, of which 
70 per cent have a_ seating 
capacity of 1,000 or more 


The travelling public 


advertising 
off ered by 
A survey on 


An important 
medium is_ that 
London Transport 
“London's Travelling Public,” 
with a sample of 2.700 house- 
holds interviewed, revealed some 
interesting figures. More than 


@ Continued on page 42! 


Housewife Readers of London Evening Press 


The Evening News 
The Star 
The Standard 


Middle 


47 
214 
216 
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Greater London 


Two million travel on the 


region’s railways daily 


half the population of London 
travels regularly on buses and 
trains. For the worker the 
journey from door to door 
averages 42 minutes, or 84 
minutes there and back. 

The greatest users of public 
transport are in the middle in- 
come group; as most people's 
incomes increase they tend to 
travel more often, for purposes 
of recreation as well as work. 
Some 25 per cent of those who 
travel regularly go to the shops; 
of these travellers housewives 
make up by far the greatest pro- 
portion. The average time spent 
in road vehicles is just under 
15 minutes; in trains it is just 
over 15 minutes 


Vast number carried 


Covering an area of 2,000 
square miles—a region with a 
population of 10 million—London 


Transport carries an average of 
13 million passengers every day 
throughout the year—two million 
passengers travelling daily on the 
railways and 11 million on road 
vehicles 

More than 28 million pas- 
sengers thus use the London 
Transport stations in an average 
week, cither to begin or end their 
journeys or to change trains 

Apart from quads and double 
crowns, etc., there are 7,800 16- 
sheet sites distributed through 259 
stations. There are also 97 lifts 
and 161 escalators available for 
poster advertising. Double fronts 
or rear sites, sides or inside 
panels on buses, or car cards in 


trains, offer valuable oppor- 
tunities for impressing the sales 
message on the minds of the 
great London travelling public 


The poster medium 


The poster in such a densely 
populated region is a flexible 
medium which has much to offer 
the advertiser, whether he plans 
an extensive area campaign or 
‘one of localised proportions. 
The fact that another advertising 
medium, ¢.g. the press, has made 
such extensive use of poster 
advertising, parficularly station 
posters in London, is instructive 

Finally, in these days of change 
and progress, we must not lose 
sight of what may be a powerful 
newcomer to the London adver- 
tising field — ITA commercial 
television, due to begin tele-cast- 
ing in September 

At the beginning of the year, 
according to the ITA, the number 
of television licences within the 
London commercial TV area was 
1,300,000. ISBA estimates that 
by September 1 this numbef will 
have increased to 1,580,000, and 
by March, 1956, to 1,760,000. 


Conversion problem 


Some sets, however, will be 
incapable of conversion at an 
economic cost, and it is estimated 
that by September next there will 
be, in the London area, about 
1,200,000 sets which can reason- 
ably be adapted. But how many 
of these will, in fact, have 
been adapted to receive the new 
Band III by September depends 
on a number of factors 


sets 


Transformation to spring 


ae 


With the arrival of spring it was decided to change the theme of the 


Hennessy display at Piccadilly, London, from winter to the new season 

A great deal of the snow on the lower slopes was “cleared away" and 

expanses of green were painted in The transformation was carried 

ut in three days by Poster Services Ltd. and Dominant Sites Ltd 
under the direction of G. E. Webb 
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It’s the 


WANDSWORTH 
BOROUGH 
NEWS 


(Established 1885) 


|, £ee 


PUTNEY 


ROEHAMPTON 
SOUTHFIELDS 


WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 


WANDSWORTH BOROUGH NEWS CO. (1954) LTD 
Head Office: 
144 WANDSW ORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 
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Largest Net Sale in Kent 


KENTISH TIMES — 


) SERIES 


The eight papers of the “ KENTISH TIMES” Series 
circulate throughout 130 square miles of the 
County with an average weekly 


met sale (A.B.C.) of 


84,577 


FLAT RATE 


Lewisham 
Borough | 
News SERIES * | 


LEWISHAM 
BOROUGH NEWS 
Tuesdays, 3d 
} * 
LEWISHAM 


JOURNAL | 
Fridays, VW } 


* 
SYDENHAM, FOREST 
HILL AND PENGE 
GAZETTE 
Fridays, 34. | 
* 
| 
Give complete cover of the 
Borough of Lewisham 


TWICE A WEEK | 

* 
LOAMPIT VALE 
LEWISHAM, S.E.13 


TiDeway 1436 and 1808 


a 
“CLASSIFIEDS” 
PULL in 
Advertiser's Weekly 
Phone yours to CHANCERY 8844 


23/- 


PER S/C INCH 


West London 


FULHAM 
GAZETTE 


Series comprising 


FULHAM GAZETTE 
CHELSEA GAZETTE 
KENSINGTON 

GAZETTE 
HAMMERSMITH 

GAZETTE 
are widely read family 
newspapers containing 
last-minute news and 

pictures 


MEMBER OF A.B.C. 


Head Office : 

NEWSPAPER HOUSE, 

460 FULHAM ROAD, 
FULHAM, LONDON S.W.6. 


Telephones—FULham 3431 and 
8366 


AUTOTYPE joe 
leans pohince? 
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Greater London 


How to publicise a well- 
known shopping centre 


In order to draw attention to facilities offered by Bond Street 
to the general public and business concerns, a carefully organised 


publicity campaign was published. 


It was a success, and this 


account of it may encourage similar events to be staged elsewhere. 


[HE publicising of a famous 
street can be handled in 
two ways, either professionally 
through a permanent public 
relations officer, or on a volun- 
tary basis with amateur 
talent recruited from firms in 
the street. Bond Street, being 
strongly individualistic, chose 
the latter course, and an inter- 
esting experiment took place 
this spring. 


Bond Street has always 
strongly featured in the news but, 
sparked off by a _ seven-page 
article in the _ international 
editions of Esquire, a_ special 
promotion month was organised 
round the Easter period by the 
publicity committee of the Bond 
Street Association under the 
chairmanship of Graham Roe of 
F. John Roe, Ltd. The officers of 
the association were extremely 
active during the whole of the 
month and gave heavily of their 
time. 


Four main groups 


Every shape, size and type of 
business is to be found in Bond 
Street, but basically the promo- 


tion was split into four main 
groups, each responsible for a 
week : 

@ General. 

@ Feminine fashion. 

@ Masculine fashion. 

@ Fine arts and crafts. 


Free hotel suite 


The new Westbury Hotel in 
Bond Street greatly helped the 
organising of the month by allow 
ing free use of a suite of rooms to 
act as the press office for the 
period. Time-Life International 
Ltd., threw a press reception for 
the association in their building 
on the first day. The magazine 
Esquire gave great help through 
out. Such generous co-operation 
of this nature enabled the event 
to be conducted on a voluntary 
basis. 

Special activities initiated col- 
lectively or by groups consisted 
of a lady of fashion of the 18th 
century shopping in a sedan chair 
(the symbol of the Bond Street 
Association), a motor cavalcade 
to publicise the new Highway 
Code with the famous motorist, 
Miss Sheila Van Damm present- 
ing a copy of the Code to the 

@ Continued on page 423 


The 


Among the events 
staged during the 
Bond Street 
‘month was the 
Spectac le of a lady 
from the 18th 
century shopping 
with the aid of a 
sedan chair and 
wigged attendants 


carriage arrives 
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Greater London 


Window display contest 
raised the standards 


One of the dig atiention-getting uems 


the comprehensive Bond 


Street publicity operation was a mass mannequin display down the 


entire length of the street. 


Organised by the 


shopping centre's 


publicity committee, this month-long even: is worth study by traders 
and business houses in other parts of the country. 


Under-Secretary to the Ministry 
of Transport and Civil Aviation, 
Denis O'Neill. Probably the 
most spectacular event of the 
whole month was the mass man- 
nequin parade down the entire 
length of the street. 


The latest creations 


This was organised by the 
chairman of the “feminine 
fashion” group—Miss E. Mac- 
Donald of J. & E. Atkinson Ltd. 

and consisted of 30 models in 
the latest creations from Bond 
Street houses of fashion and all 
bearing red parasols which liter- 
ally stopped the traffic ! 

Fortunately, great aid was also 
received from the local authori- 
ties 

A history of men’s wear was on 
view in the men’s shops, the fine 
art dealers loaned beautiful 
paintings and furniture to other 
stores to aid their window dis- 
plays, and the grand finale was a 


window display competition on 
the last day which raised the 
standard of the street in this field 
to new heights. Acting as judges 
were Norman Hartnell, Miss 
Crawshay-Williams of Jaeger 
and Eric Lucking of Liberty's. 
It is a point to note that these 
judges originated from Bruton 
Street and Regent Street. 

Despite the newspaper strike, 
the story was carried by all five 
newsreels. Photographs were cir- 
culated and have already ap- 
peared in a wide range of media 
at home and overseas. Moreover, 
the BBC featured (and will in 
future feature) Bond Street, both 
by radio and television. 

Generous contributions of both 
facilities and time enabled the 
Bond Street Association to carry 
out this programme at virtually 
no cost and perhaps the most 
valuable result was the team 
spirit born and the organising 
talent discovered during the 
Operation. 


Re-designed store department 


A new look has been given to the china and glass department of 
London's famous Army and Navy Stores by the redesigning carried 


out by the Design Research Unit 


The central piece is of white 


enamelled steel with brass trim. The suspended saucer-shaped canopy 
ahove has been constructed of aluminium and painted matt white. 


The inserted panels have been painted in varied clear pastel shades.” 
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CANS and 
CAN-CANS... 


Men who make and mould in metal also make 
love, briag up families and enjoy seeing girls 
doin can-can. The “can makers” are really 
very an! Yet, when advertising is directed 
toe s it so frequently seems to be the 
sign. e dull, out-of-date and boring. 
It re a Director of an Engineering 
Con nterested in making your advertising 
do : 'b, in shouting instead of 
whi stimulating instead of boring, who 
real necessity for eye-appeal, and is 
pre} enlist an Advertising Agency who 
will 4. the problem with courage, 
th would @ like to meet you. 
caught your eye. You Have 
y advertisement and it 
has done the job we 
intended. It has 
shown you what the 
Tibbenham Touch 
means in 
advertising. 


Odde: no 


cabaret ot 


(Greta Unger appears in 


a lf you are interested write 
your name and address in 
the margin, tear out this 
advertisement and post to 
us today 


TIBBENHA™M PUBLICITY LTD., 


244 High Holl» London, W.C.1. Phone: HOLborn 8074(4 lines) 


WILLSMORE & TIBBENHAM LTD., 
London St., Norwich, Phone: Norwich 23277 
Chambers, Ipswich. Phone: Ipswich 51435 


Freeman Hous« 
14-15 Lioyd 
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Review of Poster Advertising 


You can't beat 


an 


wa! a pleasant change 


from happy housewives 

and hearty chaps are the two 
cows at present appearing 
the hoardings 

One is working for Idea! M 
the other for Butter Both are 
remarkably similar in style and 
presentation The Ideal cow is 
surmounted by a ite yf 
delicious - looking fruit the 
Butter cow wears a ’ f 
country flowers, and 
by the slogan, “But 

Looking at man 
month, | am coming t 
clusion that the : e 
men and women the n 
our dumb friends 
be that a large 
public suDconsc i 

ew. The new poster 
Kat shows a group 


Tastes like the fruit 


LS 


true-to-fruit Sunripe flavour! 


Beh 16 eheet Sew'ne jetres power ADEE © Powng core lech Fetrenry, (955 


animal 


Says STUART LEWIS 


colourful cats whose decorative 
charm will surely appeal to all 
Surfs spotted dogs have a 
warmth and personality which 
the human beings of the poster 
world seldom possess. 

It often happens that the less 
strictly human the human be- 
ings are, the more warmth they 
have. 

For instance, in the new 
Caley poster the sketch of the 
boy's face inside the figure 6 is 
quite enough to say “boy” in a 
pleasant way and is far more 
effective than a realistic full- 
figure drawing would have becn 
Indeed, the whole poster is 
pretty effective in telling the 
“six centres” story quickly and 
with a touch of originality 


itself 


The Sunripe Jelly 
posters have 
caught the eye of 
Stuart Lewis who 
thinks the repro- 
duction first class 

All the posters 
have the same 
basic design show- 
ing a highly attrac- 
tive presentation of 
the fruit, and a 
large illustration 
of the distinctive 
Rowntree’'s Sun- 
ripe Jelly pack 

The constant 
theme of the cam 

paign is that, in the 
jellies, Rowntree's 
have captured the 
true -to fruit 
flavour The 
account is handled 
by the J. Walter 
Thompson Ce. 

~ Ltd 


This poster is now 
brightening many 
a site. The fruit 
above the cow is 
of a truly mouth- 
watering kind. The 
account is handled 
hy Charles Ww 
Hobson Ltd. 


This month, rival jellies are 
telling the same story in different 
ways. Chivers say “Real fruit in 
Chivers Jellies” and show it drip- 
ping into the packet. Rowntrees, 
continuing their fine series, show 
the fruit itself with astonishing 
realism. 

Who wins? 

Well, in spite of the 
verbal claim by Chivers, I 
bound to say that 
score on_ sheer 
alone. 

It is not often that artwork or 
photography can create an appe- 
tite appeal which dispenses with 
the need for words, but in this 
instance Rowntrees’ oranges and 
lemons have done it. They would 
make anyone’s mouth water. 


Up to standard 


The new design for Wall's Ice 
Cream, showing a wafer and a 
cornet sitting in deck-chairs on a 
summer's day, is well up to the 
high standard of Wall's poster 
advertising ; and I am pleased to 
see that they are using the same 
happy design in the press. This 
is yet another example of a good 
poster which does without 
human beings and yet has plenty 
of life and interest in it. 

- * 

So FAR as _ I = remember, 
Alexander Pope in his Dunciad 
described a regrettable female 
called Dullness as “laborious, 
heavy, busy, bold and blind,” 
and went on to assert that she 
ruled Mankind. 

How often to-day 


bold 

am 
Rowntrees 
reproduction 


do creative 


FOREMOST IN. LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS 


ODHAMS PRESS LTD 


112 HIGH HOLBORN W.C.1. 


MANCHESTER 


BIRMINGHAM 


LEEDS 


WATFORD 
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advertising people think of their 
more pedantic colleagues (male 
as well as female) in this unflat- 
tering way? How often do 
account executives dream that 
they told their more pernickety 
clients to see the wood for the 
trees 

Having plodded my way 
through several shoe accounts on 
the creative side I was more than 
delighted to see the new poster 

@ Continued on page 426 


CALEY FOR CHOICE 


In Stuart Lewis's 

poster tells the “six centres’ story 

quickly and with a touch of 
originality. 


opinion this 


FOR ENTERPRISE 


SOUTH COAST 
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“A SOLUS TRANSFORMATION” 


BEFORE 


‘ 
‘ 


Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercia! area shows how a 
derelict wall can be cleaned up and re-modelled to become an attractive poster 


position—and at the same time greatly improve the local amenities. National 


Solus Sites are available in all commercial areas in England and Wales 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND +« LONDON + W.C.2 + TELEPHONE: TRAFALGAR 492263-4 


DIRECTORS T. A. ALLAM (Managing Director) SB. CARTER Pow PELTON WM LAMSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD 
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LEADING ADVERTISERS 
HAD 


POSTER CONTRACTS 


WITH 


Skeldons Itd 


NINETY-SEVEN 
YEARS AGO 


EXPERT SERVICE AND EXPERT ADVICE 
ACHIEVE GREAT RESULTS 


SHELDON HOUSE, QUEEN STREET, LEEDS 1 


compLeTe COVERAGE OF 


MANCHESTER 


"OOret Ce teewets 


Manchester Poster Services Ltd 


?7 29 1 Bootle Street, Deansgate. Manchester 2 


100%, “Dry Brush” Service 
For Your Posters in 
N. & N.W. London. 


PADDINGTON 0186/7 


G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 


426 


O REVIEW 


OF 
POSTERS 


—continued 


Continuing the 
series of posters 
appealing to 
women, a new 
“Evening Stan- 
dard” design, cur- 
rently appearing 
on the London 
Underground, goes 
all out for style 
and elegance. 
Superimposed of 
the wording 
“Women enjoy the 
“Evening Stan- 
dard” is a purple 
gloved hand about 
to accept a copy of 
the paper. .A pale 
green background, 
and carefully con- 
trasted colours are 
used to give an 
arresting effect. 


for Saxone shoes. In my experi- 
ence most shoe advertisers can- 
not see the shoes for the stitches. 
Time and again the presentation 
of the idea (let alone the idea 
itself) has been hopelessly fogged 
by discussions on art treatments 
and engraving processes, on how 
many shoes to the square inch 
and how many degrees east or 


| west the shoes should point. 
All 


the more welcome, then, 
to see a Saxone shoe which ap- 
pears to break mew ground. It 
does not enclose a foot; it 
does not appear in splendid 
isolation on a sylvan scene. It 
contains a Scotsman. There, 
under the headline “For Casual 

Comfort,” lies a slumbering 

Scot, tammy on head and 

flower in mouth, as casual and 

Caledonian as can be. 

His presence is justified by the 
pay-off “Saxone of Scotland,” 
but the whole effect is so charm- 
ing and unexpected that one 
really would not mind if he came 
from Timbuctoo. This is a very 
arresting poster and the gay 
colours of the background in no 
way detract from the rich tan of 
the shoe. Nor indeed does the 
Scotsman. 

I'll buy it. 

. * * 

One oF the more obvious aims 
of advertising is to interest 
people, and that is why topical 
or local tie-ups work. “Dunhill 
—London's finest cigarette” is 
on the right lines for Londoners, 
just as “Alight here for Moss 
Bros.” is the right thing to stick 
on the walls of Covent Garden 
Underground station. 

Better still as an idea is the 
new card for Plantoids in 
Underground trains (see ADVER- 
TiseR'’s WeeEKLy, March 24, page 
766). It shows what at first sight 
appears to be a route-map ; but 
on second sight the station names 
reveal themselves as _ strictly 
horticultural. The slogan clears 
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the lines by saying: “All 
Underground roots are served 
by Plantoids.” 

To some minds this idea may 
seem corny. But let them judge 
the idea, as they always should, 
without regard to its presenta- 
tion. If they do this, they will 
certainly accept it as a good one ; 
and they will then be free to 
assess how competently it has 
been presented. Personally, I 
think that the designer could 
have made a great deal more of 
it. His finished job could have 
resembled more closely an Un- 
derground map and the displayed 
lettering could have been in the 
familiar Johnsonian or London 
Transport style. 

But never mind about that. 
Here is an Underground card 
which strikes a fresh note, 
_— muted the note may 


* 7 * 


A Lot of nonsense—and some 
sense—is talked about name pub- 
licity. Certainly there comes a 
time in the development of any 
product or service when the 
name’s the thing. Guinness, of 
course, have long since reached 
that moment. Nevertheless, for 
all their fun and games, they 
stick resolutely to the point ; and 
even in their newest poster 
(“Down with Guinness!”) they 
still say you'll feel better when 
the Guinness is downed. 

One would have hoped that 
Cerebos Salt could have followed 
an equally sound line and pro- 
moted some sort of product 
claim. Instead they show a 
monumental photographic study 
of Philip Harben, with the ac- 
companying words “And now the 
Master Touch.” 

This is a classic example of 
testimonial advertising, which so 
often enlists the aid of a cele- 
brity and then finds nothing 
much for him to say. 
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Tie up all your @\—7 
OUTDOOR ADVERTISING 


reehy | ewyh! pms were peng to A 


HARROGATE! : 


i te | 
Nien nit <i 


Museums are featured in a new 
This Harrogate poster for the London Transport poster. 
North Region was designed by 


q A 
Varney. ieee HOLIDAY { 


POSTERS 


: at 
meni) We. et 


.€). |, SOUTHAMPTON ROW 


teem 01 6 ts LONDON W.CLI, 
\ our 5°° ADVERTISING AGENTS 


BRISTOL 


TRAVEL BY TRAN G@Re 


Frank Wooton designed this This diagrammatic Scottish ferry 


poster for the Western Region. poster is by R. M. Lander. oi. - 2 >, . a SUPERSCOPE 
, 7 —~_ 4" gama REDUCER 


‘opies of objects, posters, art-work, etc. 

® can be made to any reduced scale. Trouble 

z < ree and economical. Portable and com- 
= : pact, weighs only 12 Ib., size 12° « 11°. 

— i The SUPERSCOPE can be operated i 
5 onjunction with or in ndemt of t 

THERE ARE MANY SUPERSCOPE ENLARGER. The com- 

LIKE IT IN bined model illustrated forms a 
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ERNE BAY. 
en THE KEW CoasT A SUN-TRAP OF THE SOUTH 


Soe ee aan ame <a> ww see VER TISING Details trow . 

tie SS eee | POSTER AON SUPERTOOLS(1951) Ltd. 

These two posters for Southern Region resorts were designed by —_— Duleo House, 39 Pensosbers BA. Chewteh 
Kenneth Bromfield. Both present the human form in gay style. Lenten, a : 
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THE GOUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
prosperous area of South- 
West Middlesex 


NET SALES 
43,705 
A.B.C. 

136 HIGH STREET 
HOUNSLOW 
Phone: HOUnsliow 0016-7-8 
Lenden: Geerge Jacksen, 
Ciitterd’s inn, 1.C.4 HOL 367! 
Founder Member London Suburbon 
and Home Counties Press Group 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD. CROYDON 


4o001;scomBe 8147-8 


HIGHEST GRADE 
CLEAN) SHARP 
RATT MANGHIP 


\PEEDY SERVICE 
\ EXPRESS £ 
DELIVERY 


The 


‘FARMERS’ JOURNAL” 
(Official Organ of Ulster Farmers’ 
Union) 

ULSTER’S 


leading farming pub- 
lication for effective 
coverage of the farm- 
ing community of 


weneen OF THE 


avoir SuRtAU 
OF CIACVLATIONS 


Belfast Office: 
18 Donegall Square, fast. Tel. Belfast 24397 


London Office: 
69 Fleet Street, E.C.4. Tel. Central 5453 


CYPRUS 
MAIL 


n Cyprus 
English 


Everyone ! 


who knows 


? OB 34 29 Oxterd &., WI 
Necone Ger, 0737 


have 


chaps 


Bath 


come from pigs reared in the rich 


always 


farming lands around the city 
To-day, every product and by- 
product of the “profitable pig” 
is marketed by the large firms 
which have 


prosperous area—which includes 


grown up in this 


the city itself, and is, therefore, 
a balanced cross section of the 
whole British market in minia- 
ture — containing leisured, pro- 
fessional, AND industrial classes 

an ideal field for any test- 
campaign 


Reaching them is easy—for 
the Bath & Wilts 
Chronicle & Herald gives you 


10/- per s.c.i 


positive “ blanket coverage of 
everyone in the field. 14 copies 
for every house in the city—and 
throughout a wide area of 
Somerset and Wiltshire 

You're selling to Britain 
in miniature if you're 
selling to BATH 


through the 


Wath 
yng WITS 


| Giyrovitlt | 
\\ AND NERALO | 


\ ae 


& The ONLY evening paper printe 
in Somerse Get fe let rom 
S. H. Roberts, 134 Fleet Stree Lond 
ECA Arnold Elli Cromford House 
Market Street, Manchester, 4. or Head 


Office, 33 Westgate Street, Bath 
GLOVERS 19927 


Supplement 


and won the 


EW advertisement 
agers in the provinces 
aspire to astrology but 
quite a number have learned 
the wisdom of checking up. 
and cashing in, on the stars 
in their courses 
The stars. in this instance, are 
of stage, screen and radio—and 
already there has been quite a 


man- 


space of tie-ups with these 
prominent personalities 
When the Wilfred Pickles 


“Have a Go” programme visited 
Dovercourt recently the Hawick 
and Dovercourt Standard con 
tained a two-page supplement in 
which advertisers made use of 
catch phrases from the  pro- 
gramme, and shoppers were 
invited to “have a go” themselves 
in a competition. They had to 
spot the odd-man-out article in 
each in 14 shop-windows 

As for the catch-phrases these, 
of course, were easy A local 
tailor promised no embarrassing 
moments if you wore his suits. 
in fact you would feel you'd got 
the jackpot. And the local pro- 
vision store could scarcely miss 
the opportunity of advertising 
pickles 

* * * 
Can anyone beat it? 


Thirty-eight columns of classi- 
fieds appeared in a recent issue 
of the Kent Messenger 


* * * 


THE WEEKLY Welsh newspaper. 
Yr Herald Cymraeg, printed and 
published in Caernarvon, is cele- 
brating its centenary with a 
special supplement 

This will prove a social docu 
ment of some importance because 
Yr Herald Cymraeg has a record 
of unbroken publication for 100 
years and has been closely asso- 
ciated with every aspect of Welsh 
life during this period. The only 
known copy of the first issue ts 
in the British Museum 


* * * 


SEVEN SOLID columns of classi 
fied, on the back page of the 
Dumfries and Galloway Standard, 
probably qualify for the distinc- 
tion of being one of the most 
varied pages ever in the weekly 
press. “Solid” is certainly the 
word. I defy anyone to squeeze 
in an extra line. Such white as is 
permitted is in broken Lines at the 
end of each advertisement 


Sound selection 


The various headings. in Old 
English, rate about a quarter ol 
an inch depth, and the page is led 
by the “miscellaneous” column 
a sound selection. (Many a classi- 
fieds advertiser these days knows 
this column is most widely read.) 

The Standard certainly avoids 
making too many 


the trap of 
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‘had a go — 


jackpot 


WILTON EVAN 


classifications. “Business notices” 
for example even cover Oystrax 
tonic tablets and paper hangers. 

Each advertisement starts with 
a two-line drop cap—and since 
many of them run only to two 
lines this helps enormously to 
break up the page. 

= - * 


Tuirty six local industries 
took space in an_ eight-page 
industrial supplement issued with 
the February 25 editions of the 
“Big Three Weekly Heralds’ 
(Tottenham and Edmonton 


Weekly Heraid Wood Green 
Southgate and Palmers Green 
Weekly Herald and Enfield 
Weekly Herald), which are all 


published by Crusha and Son, 
Lid., of Tottenham. 


Hi'@ Continued on page 429 


that the Home Counties 
Newspapers Group is 
the predominant ad- 
vertising force in Beds, 
Herts and Bucks. 


HOME Mt ULTIES 
VEWSPAPERS GROUP 
THE GRouP FoR BEDS 
HERTS AND BUCKS 


PER / TRADE 
$ COL as maT 
INCH RATE 


ABC Sales 134 325 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 


13) Fleet Screet, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
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Local industry feature 
succeeds in East Essex 


Ihe industrial supplement was 
published in co-operation with 
the Tottenham Chamber of Com- 
merce in connection with a fund 
being raised to commemorate the 
ate Lord Morrison, who was MP 
for Tottenham before being 
raised to the House of Lords 


Well known participants 


Several nationally known busi 
nesses were among those which 
took space in the supplement, in 
cluding Gestetner’s and Kolok 
office supplies 

The supplement was prepared 
n a different column measure 
trom that used in the news pages 
(providing eight columns as 
against nine) and achieved a 
remarkably dignified and plea- 
sant atmosphere, partly because 
most of the advertisements, being 
of a prestige character rather 
than setting out to do a job of 
hard selling. allowed plenty of 
white space 

So many advertisers came in 
certain groups, such as footwear 


manufacturers, builders’  mer- 
chants and motor traders, that 
their advertisements were 


grouped on separate pages 
Editorial content was about 50 
per cent, and included articles on 
the general industrial situation, 
cconomics, individual factories 
the future development of the 
district, the employment situation 
and a special article on the use 


of atomic energy in industry 
There were many pictures 
taken inside local factories and 


a half-page spread of pictures of 
articles made locally 

Was it not, however, rather a 
bold move to include this sup 
plement about Tottenham's 
ndustries in the papers of Wood 
Green and Enfield ” 

These two localities have theis 
wn industries, in which many of 
their readers are employed. What 
was their reaction on reading 
similar industries in a 


neighbouring borough ? 


* * * 
SUCCESS CONTINUES to attend 
¢ cal industry feature “It's 
rade in the district n the East 


EL RRR _— 


Widely 


Essex Gatette. The third two 
Page composite on this theme ap- 
peared recently as part, incident- 
ally, of an issue which carried 92 
columns of advertising 

How often. in composite pages. 
have rival firms been featured? 
Often, I guess, such a prospect 
is Shuddered at in the advertise- 
ment department, and to mention 
it to the advertisers themselves 
would seem faintly indecent 

Yet is it so very impossible? 
The question is prompted by the 


fact that two bakeries shared a 
page in the Gazette's feature 
One had three pictures, the other 
two and they shared a slogan 
“Fo better bread insist on 


The ogood's or Moore's ; 
They benefited. too, from 
piece of editorial pleading 


“Local supplies mean regular, 


this 


earl, delivery of fresh bread. In 
this connection it may be men- 
tioned that some retailers are 


quick enough to contact Thoro- 
g00d's or Moore's in case of 
emergency, when their own sup 
plies let them down, and they are 
always accommodated; but, in 
all fairness, service of this kind 
(so vital in retaining goodwill be- 


tween customer and retailer) 
Should be repaid by a regular 
order 


Housewives too can play 
their part. Instead of just saying 
Sliced loaf, please.” and walking 
out with whatever they give you 


ask for Thorogood’s or Moore's 
by name. You will help local in 
dustry, and-—keep it dark! 


you 
will find the bread much nicer'” 


* * * 


THe NUMBER of Welsh lan 
guage Newspapers now published 
S many fewer than 50 years ago 
Including denomination week} 
newspapers a dozen Welsh lan 
Papers still appear how 
ever and many are bilingual 

Iwo Welsh language news 
papers continue to be published 


guage 


overseas—Y Drafod in the Welsh 
colony in Patagonia which this 
summer celebrates the 90th anni 
versary of its foundation and 
Y Drvych organ of the Welsh in 
America, published in New York 


Er 


read by engineers ~~ 


and executives oP 


Mechanical World 


and ENGINEERING RECORD 


EMMOTT &CO.,LTD., 31 & 
LONDON OFFICE SO TEMPLE 


NG STREET WEST 
CHAMBERS 


MANCHESTER 3 


TEMPLE AVENUE, E C4 
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THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 50,215 WEEKLY (A.B.C) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 


(CENtral 2626) 


DAY AND NIGHT PRINTING 


ON THE FINES! AND FASTEST MACHINES IN THE WORLD 


Daily delivery and collection 
London area. 50 years reputation 
as reliable trade quality printers 
and Monotype setters. 


ENQUIRIES ALWAYS WELCOMED. 
Telephone: 


G.F. TOMKIN Ltd. ,,,ceeer',.,, 


501/5 GROVE GREEN ROAD - LONDON - E11 


Adjoining Leytonstore © 


w 


cral Line Station 1S minutes from City 


STOP PRESS 


APRIL, 1955 


Warrington | 
Guardian 
Aeries 


30/- Klat 


P Moon 1M biec Street 


100,636 


cpw (net) 


FROM PROJECT TO PUBLICATION 


from the original i through art to print and publication, 


’ 
Parthenon Publicity will transport you ! 


Skilled technical and commers ial copy writers are retained to 
Publicity 
xd the printing works flexibly organised 


create or shape your message. The Parthenon studio 


is at your command 


to cater for rush or torward commitments of any character. 


Consult Parthenon Publicity at any stage—on your sales or 


technical literature, brochures, direct mail, et« 


A rapid and 


complete service is their pride 
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H.C. STERN, CRAVEN HOUSE, 


The Personal Gift 


FOR EFFECTIVE AND LASTING 
GOODWILL ADVERTISING 


SUPER SHARP 


STAINLESS STEEL PEN KNIVES 


SUPER SHARP 
pen knives, given 
to customers and 
business associates on 
suitable occasions, help 
to cement valuable 
& lasting friend- 
ships. As personal 
gifts they are an 
economical and effective 
means of main- 
taining contact. 
Distributed through 
all the leading 
advertising novelty 
specialists, consult them | 


STEPHENSON & WILSON 


Louvic Works, Garden Street, 
Sheffield |, England 
SPECIALISTS IN PEN 
FOR GOODWILL ADVERTISING 
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- NEWSLETTER FROM 


by Rushworth Fogg 


| 
SCOTLAND | 


Business is wonderful— 
but there’s nothing new 


ES, said the Edinburgh 
agents I called upon, 
business is wonderful. 

“But,” added Maxwell 
Nicholls, “it is not as interest- 
ing as it might be. I mean that 
in Scotland we are not getting 
anything really new to sell. You 
know, really, nothing new has 
happened in Scotland since the 
war. All these big develop- 
ments they make so much of 
are English and American en- 
terprises. I would like to see 
more local enterprise, men 
starting a backroom workshop 
and building up. The kind of 
thing you get in Birmingham. 

“Instead you see the sons and 
grandsons of men who created 
prosperous businesses selling 
out to big London concerns.” 


Then he cheered up and 
started talking enthusiastically 
about his own clients, including, 


inevitably, the liqueur Glayva, 
which has progressed in its very 
few years existence to the sub- 
stantial dollar-earning class. 


I say “inevitably” because 
liqueurs are a subject these 
Edinburgh agents find it diffi 


cult to avoid. Neil McCallum, 
while showing me the striking 
colour scheme (deep blue walls, 
pretty pink door, in his own 
room) of J. G. McCallum and 
Company's new offices in Walker 
Street, spoke with zest of Dram- 
buie, of the difficulty of keeping 
up with the demand, of the two 
major international awards re- 
ceived last year, of its now being 
the best-selling imported liqueur 
in the United States 

He told me he expected that 
the dominant Scottish textile 
stand at the Copenhagen Exhibi- 
| tion in the autumn would be the 
| one McCallums have designed for 
Munrospun Yes, business was 
very good. Too good, in a way. 
because he was not finding any 
time for his writing. Having just 
read McCallum’s novel, Fountain- 
foot, 1 am hoping business does 
not stay too good too long. 

* * . 

Press orricer of the recently- 
formed Scottish Group of the 
Institute of Public Relations. 
Peter Hunt, tells me that member- 
ship has grown in the last two 
months from half a dozen to 24. 
“We have got most of the best 
| people now,” he added. “Most 
of our membership is, of course, 
in Glasgow and Edinburgh, but 
we have acquired one or two 
from other places.” The group's 


first meeting since its inaugura- 
tion in Edinburgh in February 
will be held in Glasgow on 
May 28. 


* * * 


Donald Howat has been telling 
me how the Publicity Club of 
Glasgow rose out of a private 
dinner discussion in October, 
1924, of the need for some 
organisation to give hospitality to 
the visiting Americans after the 
Advertising Convention at 
Wembley. The late Thomson 
Clark, general manager of the 
Glasgow Herald, Bryce B. Morri- 
son, Managing director of Out- 
rams, the late Howard Panton 
and Howat himself were the 
founding fathers. Their inten- 
tion was that after entertaining 
the Americans “they should settle 
down as a club to discuss adver- 
tising in all its aspects.” 

“But, as the years rolled on, it 
became more or less just another 
luncheon club,” sighed Mr. 
Howat. “Look at the talk-titles 
during the past three months : 
‘Shipbreaking,” ‘Advertising 100 


years ago, ‘Brandy,’ ‘Persian 
affairs,” “The new town of Glen- 
rothes,” ‘Location of industry, 


‘Independent television,’ etc. 

“If the meetings had been, as 
we intended, devoted to all the 
many aspects of advertising 
practice, the club might well 
have been a nursery or college 
for young advertising men.” 


* * * 


My suggestion that the Junior 
Club was making at least some 
contribution along these lines 
did not convince Mr. Howat, 
who declared : “In the result it 
is impossible to hire an intelli- 
gent up-and-coming young man 
who has learned the rudiments 
of copywriting, layout, media 


selection, and all the other 
angles... .” 

Some may say Mr. Howat 
takes a somewhat narrow view 


of the functions of a publicity 
club and of the interests an 
advertising man should have, and 
add that the Junior Club does a 
pretty good job of education. 
But everybody I have spoken to 
agrees with him that good 
juniors—and also the more 
experienced—are hard to get. 
Said Norman McGregor Thom- 
son, who, as the local IPA hon. 
secretary, hears a lot about 
other people’s problems : “When 
there is a rumour that a man 
wants a change, a rush is made 
for him.” 
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IthappenedinGloucester! 


We take everything in our stride—space ships and 
robots don’t worry us. In fact we make them. What- 
ever your requirements in Exhibition and Display 
we can meet them—we have over 35 years of experi- 
ence in selling by Display. Our service is complete 


—from design to erection—anywhere. 


And when it comes to sereen-printing— 
in any oe 


Our quality is superb and prices competitive. 


PRIESTLEYS of Gi oucester 


COMMERCIAL ROAD GLOUCESTER. Tel.: 22261-4 - 9 BUCKINGHAM STRIt' ‘ONDON, W.C.2. Tel.: TRA 4277-8 
70 CAROLINE STREET, BIRMINGHAM, 3 - iam CEN 1941 “| at MANCHESTER and CARDIFF 


A Li RY BBE ApverTisineg DISPLAY Ld, "=" 


| oA 

NEW RATECARD \INED FROM — Colour Printers 

SHOWCARDS ~- CUT-OUTS * POSTERS *« WINDOW DISPLAYS 
ios (non eta at | Consult us for expert display construction methods 
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you know Swindon 
in Januovy 1955 2 


Prec not. But if you did and industries are moving in apace. 


visited it again in April 1955 you 
would notice how the town had 
grown. That’s the speed of Swindon’s 
expansion. 

With Government backing, Swindon 
will in the next few years add 
22,000 people to its present 70,000. 
Big industries are already there or 


on the outskirts. New, varied 


The “ Evening Advertiser’, Swindon, 
is the only daily paper in Wiltshire. 
It serves industrial Swindon and a 
big farming area. Thirty thousand 
people buy it every day. Take ad- 
vantage of this prosperous, growing 
market. An advertisement in the 
“* Evening Advertiser ” gives you the 


opportunity. 


Evening Advertiser 


SWINDON 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Oriental type 
for Cambridge 


University Press 


The Cambridge University 
Press has recently acquired the 
extensive range of Chinese and 
Japanese matrices and _ type 
formerly belonging to the Sino 
Press. This equipment comprises 
four body sizes and four display 
sizes in Chinese and three body 
sizes in Japanese, altogether more 
than 50,000 matrices and about 
3 tons of type 

This represents, after Hong 
Kong and Singapore, the largest 
Chinese printing equipment in 
the Commonwealth. Its purchase 
was assisted by a grant from the 
Universities’ China Committee. 

Other presses in Great Britain 
holding Chinese type are the 
Oxford University Press and 
Stephen Austin and Sons Ltd., 
printers to the Old India Com- 
pany’s College at Hertford. 

The Cambridge University 
Press has made arrangements for 
the equipment to be housed and 
operated by the printing firm of 
Lund Humphries & Co., Ltd.. of 
London and Bradford, who are 
specialists in foreign and orienta] 
printing. 

The head of their foreign 
printing department, Dr. 8B. 
Schindler, the editor of Asia 
Vajor, had already made use of 
these facilities of the Sino Press 
for his journal and other works, 
e.g Maspero’s posthumous 
monumental work Les Docu- 
ments Chinois de la troisiéme ex- 
pédition de Sir Aurel Stein en 
Asie Centrale (British Museum). 

The type of the Sino Press was 
also used for the first volume of 
Needham’'s Science and Civilisa- 
tion in China, recently published 
by the Cambridee University 
Press 

The equipment is being reor- 
ganised and installed at the Brad 
ford works of Lund Humphries 
& Co. Ltd., who will shortly be 
able to offer their services for 
printing of all kinds requiring 
Chinese and Japanese characters. 


BFMP 


The British Federation of 
Master Printers’ stand (G.3, 
ground floor, Grand Hall near 
to the Addison Road entrance) at 
IPEX, Olympia, Tuesday, July 5, 
to Saturday, July 16, will be a 
meeting place and information 
bureau for master printers. 

It will have three inquiry 
desks, one manned by Federation 
staff, tg give advice on labour, 
legal, costing, technical and other 
matters; another by an official 
of the Printing, Packaging and 
Allied Trades Research Associa- 
tion who will help members with 
research inquiries; and a third 
bv a representative of the Inter- 
national Bureau of Federations of 
Master Printers, who will provide 
an interpretation service for over- 
seas master printers. 


stand 
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THE GRAPHIC ARTS 
—a weekly news survey 


CONDUCTED BY ROGER DARCY 


1 section of one of Cambridge University Press’s ne 
New book on ‘letteri:g at work’ is 
aid to advertisin:: agencies 


Mert attention is being paid to good lettering the: 

it is therefore a pleasure to welcome a new book o: ¢) 
by one who shows his sympathy for the finer forms. | 
Horn. art director of an advertising agency, has produc« 


and 
ibject 
: & 
ring 


ederi 


at Work,” published by The Studio Ltd., at 25s. 


Mr. Horn is at pains to tell us 
that it is a reference book, not a 
book on how to learn lettering. 
In short, as he says, it shows 
lettering at work in many ways. 

Contained in the volume are 
more than 300 reproductions of 
trade marks, direct mail promo- 
tion, packaging, container bags 
and wrapping papers, product 
name plates, labels, greetings 
cards, menus, letterheads and 
other forms of business lettering 
from all parts of the world. Each 
section carries a short commen- 
tary 

Posters and press advertise- 
ments have been left out, as they 
already make up a large portion 
of another Studio publication, 
Modern Publicity produced 
annually. 

The use of drawn lettering on 
shop fronts, as street signs, and 
in sociation with architecture, 
has also been omitted as these 
have already been dealt with in a 
companion volume, Modern 
Lettering and Calligraphy, to 
which Mr. Horn is a contributor. 

On trade marks, Mr. Horn 
writes that German designers led 
the world in the period 1914-39 
in this art of compression of 
elements allied to powerful 
pattern, and he notes that the 
German influence is still clearly 
in evidence in many trade marks. 

Frankly, the Germans are still 
ahead of the world because they 
use lettering as a weapon, not just 
as an additional facet. They let 
themselves go and produce the 
most striking results. 

Some of the trade marks 
selected in this book only just 


creep in under the 
lettering, but they ar: 
to look at just the s 

There is a whole 
voted to product 
and this is _ illustra 
tones of the equ 
cerned If these ¢ 
anything to go by, Bi 
United States seem 
this particular field 

In the label sect) 
tradition to consider 
deals with this effect: com- 
paring the arrested n on 
cigar-box labels wit! Law 
Courts ceremonial w is im- 
pressive because of nherit- 
ance, unchanged t! h the 
years of traditiona ystume 
and archaic convention 


Horn 


Cigars and wine 


A “modern” cigar-box !abel, he 
writes, would not sell cig The 
cigar-smoking public condi 
tioned to having it ppetite 
whetted by a certain type of de- 
sign. 

However, it is wit! pro- 
ducts of wine merchants that the 
most adventurous leticring has 
been carried out, and some of the 
excellent examples shown in the 
book indicate the scope and treat- 
ment which the Germans, in par- 
ticular, have given to this dis 
tinctively labelled product. Be- 
side them it is regretted that 
the labels for British non- 
alcoholic drinks pale into insig- 
nificance—which is probably as 
it should be 

The packaging section is dis- 
appointing. Not that the exam- 
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PHOTO-LITHO 
OFFICERS 


At the annual general meeting 
of the Photo-Litho Reproducers’ 
Association, Albert Fifer (Leices- 
ter Photo Litho Service) was re 
elected president. Vice-president 
is George Scott (W. S. Cowell 
Ltd.) and treasurer G. A. Bourne 
(New Era Studio Co. Ltd.). 

The members elected to the 
council were: W. Gilchrist (Gil- 
christ Bros. Ltd.), L. Holt (John 
Swain & Son Ltd), W. Hood 
(Multi-Machine Plates Ltd). 

’.. CC. Howell (Howeil Photo 
Litho Co,, Litd.), J. H. C. Hubner 
(Hubners Ltd.), H. Waddington 
(Leyton Studios Ltd.), R. E. Wat 
ling (Excell Offset (London) 
Ltd.). 

At the dinner following the 
meeting Colonel R. A. C. Rad 
cliffe, secretary of the Manage 
ment Research Groups, spoke on 
“Problems of Communication 
between Management and Men.” 


ples are not good, but there is 
nothing really startling in the 
way of lettering shown-—and, 
after all, this is a book on letter 
ing, not packaging. Container 
bags and wrappings, however, are 
much brighter—the now famous 
Mac Fish script being predomin- 
antly displayed, as well as some 
interesting Japanese examples. 

The letterheads shown exhibit 
charm and competence, but only 
one or two are striking. RBook- 
lets and direct mail offer more to 
the letterer, perhaps, and in this 
section there is more verve 
Roger Excoffon's sweeping de- 
sign for the brochure on Fon- 
derie Olive's new typeface Mistral 
is an example. 

The Times Publishing Co 
often exhibits quite remarkably 
up-to-date traits and it is interest- 
ing to see a piece of lettered 
printing for the firm's own use in 
the menus, invitation and greet- 
ings cards, which is quite spark- 
ling. Paul Standard’s work is 
prominent in this section 

A most important section of 
the book is entitled “Lettering at 
Work : Potentialities” and is, says 
Mr. Horn, more of a plea than a 
demonstration 

He shows some examples 
which indicate that really good 
lettering can improve the most 
mundane piece of printing. 

Mr. Horn’s plea should be 
heeded by advertising men. They 
should look at this book and see 
whether they cannot persuade 
clients to indulge in some really 
good lettering in wider fields. 

But it must be stressed that the 
lettering must be well-designed 
and inspired. Badly designed or 
dull stuff will do the cause no 
good 

This book is well produced and 
its own dust jacket is an excellent 
example of striking lettering. 


: a - er Teachiteimanie 
——_ may) % 
~ 0 aa et 2 ee a 
| ae BAK ys =. 
2 == 
> j *2 Bah; : 442} She ’ . 
= § . Bas ron o~ 
¢ eR 
| Nik ae | 
pO 


‘ 
i 
i 
4 


ADVERTISER'S WEEKLY 


SEAT ON THE 
BOARD FOR 
SPORTSMAN 


A FTER nearly half a century with 
John Swain’s, the process engravers 
H. Clarkson has joined the board 
He began at the old wood-cngray 
ing department at 53a Strand 
migrating to the Scottish branch 
41 years ago. He helped to initiate 
the firm's associated branch, Studio 
Swain, one of the largest commer- 
cial photographic studios in Scot 
land 

Mr. Clarkson is one of the young 
in-heart Always keenly interested 
in sport. he has won a number of 
golf. billiards, and bowling trophies 


To-day his chief recreation is driv 
ng a supercharged sports car. His 
lubs are the Publicity Club of 
Glasgow (for 31 years), the Folio 
Club of Glasgow, the Ficet Street 


Column Club and’ the Aldwych 
Club 


Vote of thanks 
Now hat | have more or less 


c d from the rigours of the 
AA Conference ind for press 
nen, | believe, “rigours is the 
word-—-I feel I ought to thank a 

many people who helped t 
ih th Conference easicr and 
Sa r lor us 


Like everybody else I am grateful 
re social subcommittee of the 


Women's Advertising Club, who 
irranged the buffet dance at the 
\qguartum as well as the Confer 
Club, not to mention the 

al entertainments for the ladies 


Leslie Room, director-general of 
v Advertising Association, Mrs. 


ag “a ) 
Po 


ROE TELEVISION 


Ferrari, and the other members of 
the Association staff deserved al! 
the good things that John L. Ver 
rinder said about them. And Gavin 
Starey, press officer and his en 
tourage did an absolutely first-rate 
job for the press 
* - - 


Nor wo recognise, from a photo 
graph a quarter of a-century old, 
1 deceased gentleman whom one 
has never met, is, I hope, not too 
serious a crime. Because I'm guilty 
of it. In my caption (May 5) to the 
picture of the “District 14” people 
returning from the USA to found 
the 1924 Convention, I described a 
bearded gentieman as Sir James 
Hill (who was chairman and chief 
proprietor of the Bradford and Di« 
trict Newspaper Co., Lid.) 

Actually (as Ernest Lumsdon, 
London advertisement director of 
Westminster Press Provincial News 
pee Lid.. tells me) it was the 
ate Henry Casaubon Derwent, then 
general manager or managing direc- 
tor of the Bradford Telegraph 

Mr. Derwent was, of course, the 
father of W. Raymond Derwent 
(also in America on that occasion) 
who has now retired from the 
managing directorship of West 
minster Press Provincial Newspapers 
but is still chairman of Bradford 
and District Newspapers. He re 
minds me that his father persuaded 
Su James Hill to get his company 
to donate £1,000 for the 1924 Con 
vention 


sl 
vw 
*ie,, ‘ 


M4, &, 
Ye 


LIMITED 


ideally placed for 
NATIONAL Or REGIONAL 


programmes 


ROE TELEVISION LIMITED 


Directors: GRAHAM ROE, DEREK J. ROE 


LONDON 


3 GROSVENOR STREET. LONDON Wj 


Teieprone GROsvenor &23 (3 lines) 


“ 


| MANCHESTER 
@ ST ANN'S SQUARE. MANCHESTER 3 


Telephone BLAckiriare 9788 (4 lines) 


Happy return 
after 58 years 


AT THE invitation of the 
Gloucestershire district committee, 
the annual convention of the print 
ing trade’s Joint Industrial Council 
is to be held at Cheltenham on 
Wednesday and Thursday, Octobe: 
19 and 20. This circumstance is a 
happy one for H. G. Clarke, 
present chairman of the council, 
for he began his career at Chelten- 
ham in 1897 when he was appren 
ticed to the Gloucestershire Echo 
there. 

Mr. Clarke, who is chairman and 
managing director of the Courier 
Press, Leamington Spa, is the only 
man to have reached the premic: 
rank in all three organisations—the 
British Federation of Master 
Printers, the Newspaper Society and 
the JIC He has twice been 
honoured for his services to the 
newspaper and printing industries; 
once with the OBE in 1950, and 
again, with the CBE, last year. He 
has held many offices in the trade 
associations and is to-day honorary 
secretary of the Leamington & 
Warwick Master Printers’ Associa- 
uion; member of the Councils of 
the BFMP and Newspaper Socicty ; 
and honorary treasurer of the latter 
body 


Fleet Street’s 
own game 


SS HORTLY to become as popular, 
| predict, as Canasta, Monopoly 
and Lexicon, which are produced 
and marketed by John Waddington, 
Lid. is their new game, Scoop, 
which features The Times, Daily 
Telegraph, Daily Express, Daily 
Mail, News Chronicle, and Daily 
Sketch 

B. Powell-Jones, Waddington’s 
advertising and publicity manager, 
tells me that Scoop was invented 
by Arthur Day, a reporter with 
the Yorkshire Evening Post—origin- 
ally with the idea of telling his 
twin mieces what he does for a 
living! 

Incidentally, at their BIF stand, 
where Scoop was first launched 
Waddington’s had not merely two 
bars but also a pic shop, in which 
here was to be found Wensleydale 
Pie sent cach day fresh from 
Yorkshire 


Jigsaw map 


AN invitation card that is brightly 
out of the ordinary is ane 
received to a special exhibition of 
toys which was held in the London 
showrooms of Cascelloid. the toy 
manufacturers and plastics fabrica 
tors. It consisted of a folded card 
to which was attached a transparent 
bag containing the pieces of a jig- 
saw puzzle. This, when assembled 
showed the situation of the firm's 
London office 

R. G. Noble, the firm's advertis 
ing and publicity manager, who 
designed it in conjunction with 
P. Coulbourne, printing manager of 
Chadwick-Latz Lid., tells me that it 
has been very successful in attract- 
ing buyers. This is the third year 
in succession that the company has 
produced a novel and successful 
invitation to the show 


May 19. 1955 


Taking up the reins of matrimony 


is “Macclesfield Times” advertising 
and circulation manager _ Eric 
Oliver, seen leaving Henbury Church 
after his wedding to Miss Caroline 
Lowe, owner of The Hurst riding 
school near Macclesfield. He is 
secretary to the Macclesfield and 
District Agricultural Society 


* * * 


SO Fred Pine’s 53 years of service 
with Willing’s Poster Advertising 
Co., Ltd., is not to go unchallenged 
Ralph Lees, foreman with Oldham 
Billposting Co., is still in their ser 
vice after nearly 58 years! He 
retired after completing 50 years, 
but soon returned. He is now 
employed in the bill-room, where he 
is still a most active and useful 
member of the staff. 

As he remarks, billposting is such 
a healthy occupation! 


* * * 


Two archers who took part in 
the first rook shoot of the year at 
Sheriff Hutton Park, near York, the 
other day are believed to be the 
first to shoot in the Park since 1656 
They were A. D. Daniels, of Haze! 
Grove, North Cheshire, and R. 
Holt, of Leeds. Both are members 
of the Nevin D. Hirst (Advertising) 
Ltd. archery team 


* * * 


BRECENTLY I reported D. D. 
Cocksedge (director, P. N. Barret! 
Co. (Pty.) Ltd.. Johannesburg) as 
stating that there are approximately 
25 recognised advertising agencies 
in the Union of South Africa. He 
asks me to make it clear that no! 
all of these are members of th: 
Advertising Agents Association o! 
South Africa (of which he is presi- 
dent) 

Agents in South Africa aire 
granted recognition by the news 
paper Press Union of South Africa 
and, so far as commercial! radio 
(Springbok Radio only) is con 
cerned, by the South African Broad 
casting Corporation 


CONTACT 
WEEK'S WISECRACK 


~ 


*“ Good salesman our local 
candidate — he traded 200 
detergent coupons to make 
up his nomination deposit ~ 
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~ MAGAZINE 


True Story 
ruc 
omances 


offer 


LOWEST RATES 


Lowest rate per page per thousand net so'c 
monthly magazines. 


Now only 9/7d per thousand at £25 pcr page. 


all women’s 


LONG REACH 


Second largest circulation among women’s m »: 


468,320... 


WORTHWHILE READERSHIP 


‘T.S. and *T.R. are read by the women who really 
matter —the housewives ! 


At only 7/8d per thousand, “1S. and ‘T.R.’ 


represent the cheapest rate per page per thousand of housewife 
readership (vide Hulton Readership Survey). 


y magazines. 


For full details write or ‘phone: 
A. H. McISAAC - ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD « 8/10 TEMPLE AVENUE - LONDON EC 4 - CENTRAL 35/4 
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Publications News and Notes 


‘Picture Post’ 
84-page souvenir 


Picture Post Festival Scotland 
1955, an 84-page souvenir, price !s.. 
to be published on July 28, wil! 
have noted Scottish writers as con 
tributors. All the colour spaces 
have already been sold. The mono 
tone rate is £200 per page ordinary 
position Distribution will be 
through leading newsagents and 
booksellers throughout Scotland 
and at the Festival and Tattoo. A 
percentage of copies will go over- 
seas, notably to the USA 

* 


A 40-page retail price list cover 
ing 3,500 proprietary products 
handled by radio-electrical dealers 
ss published as a free suppiemen 
to Saturday's issue of Electrical 
and Radio Trading. The price lis 
is revised twice a year 


+ 
In the evening of Whit Monday 
television viewers will sec a pro 
ramme presented and devised by 
Jance News. The programme has 
been devised as a setting for the 
presentation of the Carl-Alan 
awards 


” © ” 

Barub Publications Ltd. have 
launched a new 2d. weckly, the 
Manchester Motorist. The first 
issue ran to cight pages and carried 
displayed udvertisements from 
motorcar and caravan dealers 
building contractors, a school of 
motoring and others 


A leaflet illustrated with a yacht 
under sail announces that Courier 
is offering a monthly prize of 
10 guineas for the best example of 
a “Line of Grace” photograph. 
The competition will run from July 
to December. 

= 7 . 

The June issue of House & 
Garden on sale to-morrow (Friday) 
announces a competition for designs 
in leather-upholstered furniture. 
Miss Martha Shaeffer, publicity 
director of the American Upholstery 
Leather Group, will attend a 
luncheon on Monday to celebrate 
the launching of the competition 

- * * 

For the second year in succession 
the News Chronicle is holding. in 
aid of the Variety Artistes Benevo- 
lent Fund, an All-Star Auction of 
goods that have belonged to famous 
artistes Readers of the journal! 
will be able to bid by post from 
June 14 to 28. 

*” * * 

The 1955 editions of the “ 
Mail” Motoring Guide and the 
“Daily Mail” Motorcycling Guide 
are now ready Edited by 
Courtenay Edwards, motoring corre- 
spondent of the Daily Mail, cach 
will contain full descriptions of 
the 1955 models; a review of the 
latest accessories and authorita 
tive articles on all aspects of 
motoring and motorcycling. Both 
books will be fully illustrated. with 
160 pages, size 4} in. by 74 in., 
price 2s. each. Both will be widely 
publicised 


HELEN JARDINE ARTISTS 


Telephone TEMPLE BAR 6720 


MINERVA HOUSE 35 WELLINGTON STREET STRAND LONDON We 
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New monthly 


for anglers 


A new monthly angling paper, 
“Trout & Salmon,” is to be 
launched in July. It will be 
printed and published by the 
“Angling Times” in Peter- 
borough. Advertisement rates 
are £24 per page and the first 
print order is 15,000. The new 
paper will sell at Is. 6d. and will 
cater for the trout and salmon 
angler. 


G. & M. Press, Ltd. are the 
advertisement representatives for a 
new bi-monthly, Journal of Elec- 
tronics, which Taylor & Francis 
Lid. will publish in July at an 
annual subscription of £5 10s. 
There will be about 100 pages of 
text, and an initial print order of 
4,000. Whole page rate, one inser- 
tion, is £30. 

* ” * 


The Public Pharmacist, official 
quarterly journal of the Guild of 
Public Pharmacists, is in future to 
be published on behalf of the Guild 
by Alchemist Publications (Thomas 
Waide & Sons, Ltd.), 25 Oxford 
Street, London, W.1. The first issue 
under the new arrangements will be 
published in July Advertisement 
rates continue at: whole page £10, 
half-page £5 Ss. 

- « * 


The 104-page June issue of 
Parents, which includes the winners 
of 50 food hampem awarded for a 
competition in aid of National Baby 
Week. will contain 46 pages of 
advertisements, taken by 74 adver- 
tisers 


Enlarged size 


Miniature Camera World has en- 
larged its size, improved its format, 
changed its title to Camera World, 
and raised its price from Is. 3d. to 
Ils. 6d., and its advertisement page 
rate from £25 to £30. It is pub- 
lished by Photographic Bulletin Ltd. 

* 7 * 


An Illustrated Newspapers folder, 
carrying a picture of Christmas 
candjes, announces that at March 
31, 92 per cent. of all colour space 
in this year’s Christmas numbers 
of the Mustrated London News, 
Tatler, Sphere, Sketch, and Holly 
Leaves, had already been sold. 

7 ” * 


The April issue of Print, the 
Irish printing and blishing jour- 
nal, praised Radio Review as “one 
of the best laid-out papers in the 
country.” It adds: “It can only 
have achieved its high circulation 
figures for three reasons (a) it 
serves a definite purpose; (b) it 
comes out on a sensible day of the 
week; (c) hard work and plenty of 
money are poured in, generously. 
You might add to that the essential 
of success in any paper or periodi- 
cal: good circulation work, plenty 
of publicity.” 

* * * 

On Tuesday, The Times published, 
aS @ Separate publication, “The 
Times” Historic Houses Review. 
It consists of 32 pages. 14 in. by 
104 in., and is sold at Is. a copy. 

od * > 


The summer edition of Home 
crafts, a quarterly magazine selling 
at Is. 6d.. has a series of articles on 
crafts in the home and how to “‘do- 
it-yourself." The journal was for- 
merly the Handweaver and Spinner. 


May 19, 1955 


We Hear 


The annual convention of the 
British Association of Industrial 
editors starts to-day (Thursday) at 
the Red Horse Hotel, Stratford-on- 
Avon. It will close on Saturday. 

* * * 

F. C. Pritchard, Wood & Part- 
ners Ltd.’s media department de- 
feated the Architectural Press at 
darts last Friday by eight games to 
two. 


* * * 

Fleetwood (Lancashire) Corpora- 
tion has agreed to litter-bin adver- 
tising by Elton Civic Maps and 
Supplies Ltd. 

* * - 

Two dog-food manufacturers who 
approached Hull City Council for 
facilities to link up their publicity 
schemes with dog licences, have had 
their schemes rejected by the finance 
committee 

- * 

Special printing arrangements 
enabled last week's Tottenham and 
Edmonton Weekly Herald to carry 
full front page results of the local 
elections. 


Ban lifted 


The ban on Look, imposed by the 
Irish censors on May 18, 1954, was 
lifted on April 29 by the Appeal 
Board ‘ “ 


A series of six new books of 
walks by Fieldfare of the Evening 
News will be published early in June 
Each book contains 96 pages and 
will cost 2s. sold separately. The 
covers are in two colours and the 
size is 74 in. by 4} in. 

* * 


Odhams Press Golfing Society 
entertained Hazell, Watson & Viney 
Golfing Society at Stanmore on 
Saturday, and in a two-ball! four 
some match won by three games 
to two. 

* * 

Northampton Corporation trans 
port committee is to let the adver- 
tising rights on its buses to J. W 
Courtney Ltd., for seven years at 
a fee of £4,100 a year from next 


March 
Radio pulls 


Advertising time which Whitby 
(Yorks) bought on Radio Luxem- 
bourg is claimed to have ~~ 
in about 400 inquiries a day for 
town guides. 

* * * 

The Economist Intelligence Unit 
has published the first issue of a 
new Paper Bulletin, dealing with 
the supply, demand, and price 
trends for paper, paper products 
and raw materials. The service 
consists of four quarterly bulletins 
supplemented by eight monthly in- 
formation sheets. No advertise- 
ments are carried. Subscription: 
£30 a year, or £10 for one bulletin 
and the two subsequent information 
sheets. 4 

* 


The A. C. Nielson Co., Ltd., the 
market research organisation, has 
established a new associate company 
in Switzerland and also a branch 
operation in Ireland, with head- 
quarters at Merrion Square, Dublin 

* * * 


A press party organised by Voice 
& Vision Ltd. was held at Fortnum 
& Mason, the Piccadilly store, last 
Thursday, to introduce “Fortnum’s 
Fountain,” a new American soda 
fountain which has been installed 
there. 
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Clifford Bloxham 
and Partners 
are looking for 
Two Moire 
Copywriters 
of exceptional 

~ ability 


* 


Write in confidence to: Managing Director, 
Clifford Bloxham and Partners Limited, 
Lion House, Red Lion Street, 
London, W.C.1 
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11 experimental 
campaigns 


Experimental advertising cam 
paigns for Marks & Spencers Lid 
and now running in I! areas cover 
ing a large part of the country. To 
date large spaces—including full 
pages—-have been taken in provir 
cial newspapers covering Brightor 
Bristol Coventry Bedford. Glas 
gow Harrogate, Hereford, Excter 
Northampton, Tunbridge Wells, and 
Wigan 

Previously Marks & Spencers 
Lid. had not advertised except for 
special occasions, ic... extensions of 


prem ss Or «Openings This WECA 
the company is opening a new stor 
bringing the total of stares to 235 
Advertising for the experimental! 
campaigns is being handied by 


Saward, Baker & Co. Ltd. although 
Everetts Advertising Lid. are Marks 
& Spencers normal ager 

No national campaign is planned 


Debenham’s Budget 
Shop drive 


Advertising for Debenham & 
Freebody's new Budget Shop. which 
opened on Monday, started in the 
London evening papers last week 

Further spaces are booked to 
ippear in some national daily and 
Sunday papers, women's magazines 
ind the London evenings. Deben 
han Budget Shop is a new account 

I veretts _ Ltd. 
Hamptor & Son Lid are 
using national dali s and Sun 
London evenings and class 
ain to announce their move 

Bond Sireet Agents are Arm- 
strong Warden Ltd. 


Press, films, TV to be used in 
mammoth new cake mix campaign 


Mary Baker Cake Mix, a new mix manufactured by the cake mix 


division of the Shredded Wheat Co. 


Lid., is to be launched in the near 


future by what is believed to be one of the company's largesi-cver adver- 


ising campaigns The appropriation 


which is understood to run into 


six figures, will be spent on practically every form of advertising, including 


commercial television 


On the press media schedule are 


half-pages and other large spaces in 


national dailies and Sundays. colour spaces in women’s and general interest 
magazines, provincial newspapers, London evenings, filmlets and commer 


cial TV when transmissions start 
Display material which ties in 


September 


with the promotion will be available 


to retailers, and this week double-page spreads were taken in the trade 
press to tell retailers about the campaign. The mix will be in three 
varieties Devil's Food, Gingerbread and Golden. Agents are McCann- 


Erickson Advertising Ltd. 


Barclay Perkins 


new bottle labels 
Barclay Perkins & Co., Lid 


launched a new advertising cam 
paign this week which will include 
poster sites. provincial newspapers 
cinema and bus advertising in 
London and the Southern Counties 

A new design for their range of 
bottle labels has been introduced 
and will be featured The new 
labels have a silhouette of Dr 
Johnson—chosen because of his 
close association with the brewery 
in the past—on a red shield 

The new shield symbol will be 
displayed on point-of-sale materia! 
plaques, pump handles, ash trays 
and on Barclay’s lorries. Agenis 
are London Press Exchange Ltd. 


KENNETH WYNN 


represented by 


ARTIST PARTNERS LTD. 


440, Dover Street, London, 
Hyde Park 9941 (io ines) 


commissioned by Lintas, Hamburg for Brisk Hair Cream 


National ads for 
Verdone weedkiller 


Large space advertisements in 
national daily papers are being 
taken by Plant Protection Lid. in 
a campaign for Verdone, which 


carries the slogan “Weed your 
lawn with a watering can.” 
Further advertising includes 


whole-pages. half-pages and quarter- 
pages in the Radio Times, selected 
provincial papers and gardening 
journals. Agents are London Press 
Exchange Ltd, 


This new Philips ‘Philishave’ 
poster is to make its appearance this 
month. Bookings have been made 
on a number of London under- 
ground platform sites for a \6-sheet 
version; 4 sheet versions will appear 
on platforms of the Glasgow under- 
ground, The poster has been 
designed by F. H. K. Henrion and 
it emphasises the rotary action of 
the shaver. Copies of the poster, 
which is printed in six colours, will 
be available later on to Philishave 
stockists. Agents are Erwin Wasey 
& Co. Ltd. 


| CURRENT ADVERTISING AT A GLANCE | 


Accounts 


DEBENHAM’S NEW BUDGET 
SHOP, for Everetts Advertising 
Ltd. Campaign in London even- 
ings and national press 

SHOE & LEATHER FAIR 
OLYMPIA, PR account for 
Editorial Services Lid 

EDMUNDO ROS & COCONUT 
GROVE CLUB, PR account for 
Alan Betts Lid 

JOSEPH MASON & CO. LTD. 
paint manufacturers, Derby, for 
pes Preston & Co., Lid. 


eicester 
STEELBRAC PARTITIONING for 
Scientific Publicity Lid 


Campaigns 

BAIRNS - WEAR LTD. using 
women’s magazines and trade 

yr (Gee Advertising Ltd.) 

WETTEX SALES (UK) LTD. 

using women’s weekly and 

monthly magazines and trade 
press for Wettex household cloth 

(SF & Pariners Lid.) 

PICK & SONS LTD. using 

Radio Times, women’s and gen- 

cral interest magazines, cychng 

country and trade journals for 
ri Knitwear. (Osborne-Peacock 
td 

BARCLAY PERKINS & CO., 
LTD., using posiers, provincial 
papers. films and bus side adver- 
tising. (London Press Exchange 
Ltd.) 

OUTSPAN oranges. using national! 
Sundays women’s magazines 
Junior Express, Junior Mirror 
and other children’s publications 
(Mather & Crowther Ltd.) 

PLANT PROTECTION LTD.. 
using large spaces in national 
dailies, Radio Times, provincial 
papers and gardening journals 
(London Press I xchange Lid.) 

MARKS & SPENCERS LTD. 
using provincial papers covering 
est areas. (Saward. Baker & C<« 
Lid) 


— 


PHILISHAVE using posters on 
London and Glasgow. under- 
ground sites. (Erwin Wasey & 
Co. Ltd.) 

HAMPTON & SONS, using 
national dailies and Sundays. 
London evenings and class maga 
zines. (Armstrong-Warden Lid.) 

WESTON BISCUIT CO., using 
half-pages in Junior Express 
Junior Mirror, spaces in Dail) 
Mirror and provincial papers and 
trade press for Weston’s Wagon 
Wheels. (Erwin Wasey & Co.. 


Lid.) 

EVER READY CO. (G.B.) LTD. 
using national dailies and Sun 
days and periodicals for Batry 
max. (Greenlys Ltd.) 

SHREDDED WHEAT CO., LTD.. 
cake mix division, using half- 
pages and large spaces in national 
dailies and Sundays, colour spaces 
in women’s and general interest 
magazines, provincial papers 
London evenings, films and com 
mercial TV (McCann-Ericksor 
Advertising Lid.) 

KLEENEX tissue handkerchiefs 
using national dailics and Sun 
days and trade press. (Foot 
Cone and Belding Lid.) 

MURINE eye preparation § using 
national dailies and Sundays 
(F.C. Pritchard, Wood & Partners 


Lid.) 

JUMPING JACK SHOES, using 
Women's Own. Nursery World 
= Daily Mail. (London Press 

Exchange Ltd.) 

IDRIS LTD., using London cven 
ings, posters and bus backs 
(Greenlys Ltd.) 

SEDDIX medicated shampoo, using 
— al and phar — ical press 

K nx ywles 

GREENWK H PL ASTAC S LTD. 
using trade and technical press 
for Craymac printed and tex 
turised PVC sheeting. and Cray 
tex coated fabric and craylenc 
vinyl film for packaging (A. H 
Knowles Lid) 
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\lready with a career, and 


‘ SS 
soon to marry, the teen-age girl finds all the advic 


she needs in HEIRESS, the key to this most influe: tial market 


HERE SS 


LUTTERWORTH PERIODICALS LIMITED 


Advertisement Manager George H. Phi 
Rouverie Street, london, F C.4 Pi 
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CLASSIFIED ADVERTISEMENTS 


RATES +: APPULNTMENIS VACANT, 3s. 64. hy me, 460. per dupiny 
APPOINTMENTS WANTED, 3s. per time, 35s. per dispiay inch. av) po 
classifications. 4s. per lime. oF og a ~~~ a 
charge, one lime plus Is. covermmg postage, Series rates application : 
advertisements eader seven inserioas MUST oe | PREPAID. Address - ee 
Weekly.” 180 Pleet Street. Londeoa. E.C CHAecery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : ** The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment. is excepted from the provisions of the 
Notification of Vacancies Order 1952."" 


This photograph of a striking Ol 


ivett 


sign on the Cairo to Mena road 


was taken by Cliff Glover during his recent visit to Egypt. 


NEWS FROM FRANCE 


Ads are on the upgrade—with 


the press in the lead 
By Our Paris Correspondent 


Overall advertising lineage in 
French newspapers and maga- 
zines during the first quarter of 


1955 showed marked increase 
over the corresponding period for 
last year, This is felt to be par- 
ticularly encouraging, in view of 
tt fact that January and 
February are generally’ the 


slackest advertising months 

Fourist travel, automobiles and 
vcles, beauty products and food 
products all took increased 

neage, but clothing and 
pharmaceuticals have fallen off 
Houschold appliances and 
domestic cleaning products re- 
mained at about the same level. 

The leading department stores, 
notably the Bazar de I'H6étel de 
Ville, Galeries Lafayette, Prin- 
temps and Samaritaine continued 
to take big spaces in the national 
dailies 

Newspapers and magazines 
account for 65 per cent of the 
total volume of French advertis- 
ing. Posters take up between § 
and 6 per cent. Cinema 
advertising is rapidly growing in 
popularity, but direct mail is 
still practically non-existent, apart 
from two or three soap and 
detergent advertisers. 

France still, however, spends 
only about one third of the total 
spent annually on advertising in 
Britain. 

* * * 

Procter & Gamble, with Tide 
and Dreft, are soon to open a 
barrage of advertising on the 
French market. Something io 
the region of a thousand million 
francs (about £1 million) has been 
set aside for this gigantic cam- 
paign, which is to be handled by 
Elvinger. It will begin, it is said, 
in September this year, concen 
trating initially on Tide. Procter 
& Gamble’s major competitors on 
the French market are Lever 
Bros., with their detergent: mo. 
Persil and Sunil 

Fournier-Ferrier, French manu- 
facturers of Catox and Savon le 
Chat detergents, recently con- 
cluded an agreement with Procter 
& Gamble by which part of their 


Marseilles factory is to be leased 
to the American firm for 30 
vears. 

* * * 

Slogan employed by Lever 
Bros. for the launching of their 
new detergent Sunil in France is 
“Sunil ajoute 'éclat a la blan- 
cheur” (Sunil adds brightness to 
whiteness)—the slogan that was 
used for Omo in Great Britain, 
but which loses its rhyme, rhythm 
and snap in the literal translation. 


- * * 
NEW MEDIA 
“L’Est Industriel et Com- 


mercial” (monthly) devoted to 
industrial and commercial activi- 
ties in the Nancy region 

“L’Emballage Moderne,” an 
eight-page monthly dealing with 
modern packaging. 

“Jeunesse Joyeuse” and “Tem- 
pest” two new children’s montb- 


“Actualités du Sud-Ouest,” a 
oat arg monthly published in 

rdeaux, reporting economic 
affairs in South-West France. 


Advice on AA 


exam subjects 


The News Letter of the 
Advertising Association Diploma 
Students’ Circle, editorship of 
which was recently taken over by 
Frank Jefkins, chairman of the 
Circle, appears for the first time 
in pocket-magazine style 

Its theme is the 1955 examina- 
tions, on many subjects of which 
advice is given. Wm. C. Thielé. 
chairman of the AA education 
committee, contributes a “Good 
luck” message. 

The AA examinations began on 
Tuesday and will end to-morrow 
(Friday). 


Yardley handbook 


Yardley and You, the new 
Yardley works handbook, carries 
an inset on Yardley raw materials 

rinted on tinted paper, and is 
illustrated by humorous sketches 
by Bruce Angrave. 


VISUALISER 


with an active mind required 
to originate strong, lively dis- 
plays for newspapers and peri- 


ASSISTANT TO 
SPACE BUYER odicals. Keen but friendly 
working atmosphere with accent 


required immediately by on improving standards of 
old-established West End presentation. 
Agency. Good typing YOUNG ALL-ROUNDER 
essential Details of age, familiar with Agency internal 
experience and salary procedure is needed as assistant 
expectation to to Service Director. 

Box 0956 


Advertiser's Weekly 180 Fleet St EC4 


WOMAN 


For either post ‘phone 
Reid Walker Advertising Ltd. 
CENtral 8347. 


a ap MAN for well-known DIS” LAY ARTIST required by firm of 


Printing House Agency- 1 stand and window display 
cen with at least four years’ experi- ) Studi » near Maida Vale 
ence and good all-round knowledge experienced in modern display 
Excellent opp rare ma for the right me Tt and capable of taking 
man Write, stating age, experience f Studio. Write, stating age 


and salary req 


1 and salary required Holi- 
Box 0892 Ad Week y 180 Fleet St EC4 


All applications treated 


n confidenc 
OR tek ask ies aioe Box 0957 Ad. Weekly 180 Fleet St EC4 
ability required by West End RETOUCHING AND LETTERING 
Good salary and prospects, p< ARTISTS required Apply with 
m S-da week Age -x specimens to Cheesmans’ Art Service 
Wree with fu ils t Lid., 131, Fleet Street, E.C4. Tel 
Box 1044 Ad Weekly "180 Fleet St EC4 CEN. 4325 


Waddicors 


HAVE A VACANCY FOR AN ADDITIONAL 


Experienced 
Typographer 


to work on interesting group of accounts, 


both for press and print. Agency experience 


necessary, good salary for right man. 


Apply by ‘phone or letter to 
STUDIO MANAGER, 
T. BOOTH WADDICOR & PARTNERS, LTD. 
38 PARK STREET - LONDON - W.! 


Telephone : GROsvenor 7511 
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i CLASSIFIED ADVERTISEMENTS | 
7 


b) 
‘ Smee’s Well known Advertising Agency 
: requir llowin ‘ 
cen! elt . requires 
GENERAL ARTIST experienced all round 


; for finished studio, capable of 
* retouching, still life and general Ss oO 
F's finished artwork FA HI N 


CREATIVE ARTIST 
(young) with at least 2 years’ ACCOUNT 


experience in advertising. Capable 
4 of finished roughs and with a ECU | E 
knowledge of typography EX T Vv 


= TYPOGRAPHER His work and experience 


for press and literature mark-ups, must be complete and 
able to design sound adaptations 


* keen, accurate worker modern. Write full 


ired b 
Write or telephone for an details to requ! © y 


appointment to: Studio Manager, 


Smee’s Advertising Ltd., 3-5, Box 1056 
; Duke Street, Manchester Square, ’ 
teaden. Wi. WELbeck 0774. Advertiser's Weekly 180 Fleet St EC4 


LARG® AGENCY 


RETOUCHING ARTISTS required COMMERCIAL manag towed with experi- 


fa gh standard of Colour ence advertising layout and ger eral 


4 M chrome Idea working artw Pleasant werkinge cond “ & 
2 So IN L4NCASHIRE 
Scher Please ‘ r ‘phone NE ust Write with fu SJetails 
Howard Glover (Commercial Artists) and 1 rences t 
Limited, 27/29. Furnival Street, E_C.4 Box $ Ad. Weekly 180 Fleet St BC4 
— — CAMBRIDGE UNIVERSITY PRESS 
BOY equir rai Dr Office ss 8 vVacar re plore E 
ge ergy aie egg yg i en scsenaaaien ieodin aemee This is a { important position 
EC4 Telephone : CEN ' Appiv Per . 
ae ak Pres, Con for a mai ct as right-hand man 
to Mana Director. Qualifica- 
SENIOR SPECIALIST IN tions: Ave 35 to 45. Ability to 
act on 0\ \itiative. Imaginative 
LAYOU I outlook le to stand on equal 
footing w.!) Directors of agency’s 
clients. | id knowledge of all 
To work on successful national and trade ; 
accounts with strong visual emphasis. Good aspects of advertising, especially 
taste in typography and design, ability to marketing, and aptitude to deter- 


finish visuals and illustrations to client ; 2 a 
presentation standard, but should not expect mine advertising policy and its 
to do finished artwork. Wil! feel able to fit interpretation. Agency experience 
in with team of creative people in an agency essential. The successful candidate 
which has made good solid growth in the :; ; 
last ten years and will grow much more in will be required to live in Lanca- 


the next ten. Write or ring General Manager shire and a high salary with 

excellent prospects is offered. 

RICHARD POTTS & PARTNERS LTD. 
Incorporated Practitioners in Advertising 


34-35, HIGH HOLBORN, LONDON, W.c.1 Box 1016 
Advertiser’s Weekly 180 Fleet Street EC4 


Telephone : CHANCERY 4974-7 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Bensons 
need 

one more 
very good 


Copywriter 


Brief facts please to: 


S. H. BENSON LTD., 


BsneGewAY HALL, W.C 


APPOINTMENTS VACANT 


Siteations Vacant: “ The engagement of persons answering these advertisements must 

be made through a Sand Office of the Ministry of Labour or a Scheduled Employmest 

Agency if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 imciusive 

be or she, or the employmest, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


New Appointment at Warren Seymour 


VISUALISER 


4 young man with bright ideas and a high 
standard of presentation to work on a wide 
range of press and print accounts 


This appointment carries two weeks holiday with pay this year 


Please send details of experience and salary required to 
MR. L. B. SEYMOUR 
THE WARREN SEYMOUR COMPANY LIMITED 


45 RUSSELL SQUARE LONDON: W.C.1 NO ‘phone calls please ! 


AMBITIOUS pe ye em 


PUBLICITY ASSISTANT required. ag 
; R ' knowled t po gen apg ane 


raf and advert j i are 
P dD write r a vaca ‘ 
k ‘ v ineer i curred owing t pron 
t | Apr Seventy-fiv per c rs er 
wr » y mt i rmati iver sem t ar 4 
af [ ‘ required t repr itativ r 1T 
P . M ' " 4 xp g Tat 
B A Week 20 | St EC4 im t € Per 
ADVERTISING ASSISTANT = (aged en Wr : f a 
he G = — catia Box 1048 Ad. Weekly 180 Fleet St EC4 
f ak 5 FLEET STREET PUBL —- HOL SE 
>cks Wou t i ma Advertisement Spac R 
Der atry for estat 
u , . ( ; 
N pir if with exce f 
f j week man App } RS 
F 4 ala fa yu 7 
r c Staff ir 1d 
M 1 I FC4 Box | Ad. W 1 I St C4 


So they call you a 
‘difficult’ 
‘temperamental’ 
‘hard to get on with’ 

Copywriter ? 


GOOD! Come along and see us 


and bring specimens of your work 
that appeared in spite of the 
account executive's and client's 
efforts to change it. If they (the 
specimens!) proved as successful 
as you heatedly swore they would 
we've a desk ready for you to thump 

at a salary you won't quarrel with 
If you'd like to come and fight with 
(and for) one of the top-flight 


Agencies write in confidence to 


Box 1019 Advertiser's Weekly 180 Fieet St EC4 


‘Phone your classifieds 


to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS ee CF Te 


APPOINTMENTS VACANT 


OF NO INTEREST TO STICK-IN-THE-MUDS BOA ‘ C 


If you're quite satisfied with your little niche in life you 
won't be reading this. In any case Benson's wouldn't 


—— iene ee niches at Bensons—only steps ADVERTISING OFFICER 


If you're a bit of a live wire on Production or Traffic ; if 
you want to get into an expanding agency, with all the ( DISPLAY SECTION) 
chances of promotion that that implies; if you have 
agency experience and are young and energetic write A vacancy n the Display Section of Advertising 
about yourself to Branch, B )verseas Airways Corporation, Air 
ways Ter ctoria, $.W.1, for an Advertising 
Officer wh cular forte is display and exhibition 
administra 


sires the following 


S. H. BENSON LIMITED - KINGSWAY HALL - KINGSWAY - LONDON, W.C.2 


. : - In additio nd knowledge of the principles of 
DISPLAY CLERK. BOAC wish to | ADVERTISEMENT REPRESENTA. advertising | have extensive practical experience 
mppoir l-educated and TIVES required for local sponsored . 
+ cate ie ; ‘ of metho erials used in display production 
Branch, / avs nina icto 66 Ad. Weekly 180 Fleet St EC4 their app d cost and the attendant problems 
' the cleric hd GOOD ALL-ROUND GENERAL of utilisat movement He must be keenly 
ARTIST required for studi Write appreciat temporary commercial design and 
givir full details and salary required 
Box /:18 Ad. Weekly 180 Fleet St EC4 Possess a tanding of working drawings 
MALE OR FEMALE advertisem The dut vost will entail the progression of 
repr tative required , 
tec publishers rt monthlic 
Pr selling experience essentia duction bution outside haison and = the 
+ — w accurate of requirements Applicants 
Ox 19 j 180 Fleet St , ‘ 
2 -: f St EC4 who sho | educated, will be expected to 
neh P o t 
gham Palace a wast ND ae gy omen AGENCY possess i ! administrative ability of a high 
rst-class Py pist for ; 


by trade and 


display p vuughout all stages of design, pro- 


SW 
PRODUCTION CLERK. Small 4 esting position — 

growing advertising agenc ondor aa types wis The salary this appointment is £760-£912.10.0 
ion per annur 


order 


“ 


Bo» 6 Ad We « - Please ser ctails of experience, age, etc., 


LETTERING 
re f 


AND LAYOUT ARTIST arrive not i June, 1955 


rc r advertise 
m Box AC 745¢ Samsor 


iis Sess SS) | ADVERTIS'©G OFFICER 


An experi rtising Officer 1s required t 

with the ¢ s European advertising 

AN UNUSUAL OPPORTUNITY The succ cant will be based at 
Terminal S.W.) but will be required 
make freq ; to the Continent to hase and 


for a consult w \ rising Agents and local official 


and to as sing requirements 
REATIVE MAN Candidate sess a broad knowledge of press 
CG display, o 1! print advertising and must bx 
competent vith the detailed administration and 
technical p arising Agency experience 
WITH WEST AFRICA PUBLICITY LIMITED able. Salar £925-£1,225 


Please sen ils Of experience, age, ctc., to arrive 
not later tl iy, 27th May, 1955 


His main responsibility will be to build up and 
develop a creative department within the frame- 
work of this growing, vigorous Advertising Agency ASSISTANT TO ART EDITOR 
in Africa. The appointment, therefore, not only ' 
d tion nvite 3 g st t ‘ J 

calls for overall creative ability with the skill on ~epmeation ee cae os ee 0S Se et 

Fdittor in sing Branch Airways Terminal 
occasion to carry out finished artwork, but also Viesorie. 6.¥ 
the faculty for instructing and encouraging the Basically he e a typographer who can cast off accu 
competence of others. rately, but st ilso be capable of producing finished 


rom rough visuals supphed, and on 


The job offers rewarding opportunities to a young Saiteed acta: thi used tae O 
man, single or married, who will receive the nowledee roduction processes and be prepared 
maximum support and assistance from a specialist assist ger n the day to day work of a Depart 
London Agency, but, in a territory where creative ment engage nly in the preparation of artwork 
talent is so urgently needed, the essential of success aay taees #8 7, 

will depend on personal effort and such qualities Salary scak 


as character, initiative and enthusiasm Write giving age and full details of qualifications to 
arrive not later than 3rd June, 1955 


f¢ 96 


Salary, pension facilities and other terms of 
service are very favourable. 

Write in the first instance, in confidence, to the STAFF MANAGER, 
Managi Director, Export Advertisi Servi o_ 
ti aaaew. °C HEAD OFFICE, AIRWAYS HOUSE, 


BRENTFORD, MIDDLESEX. 


The above applications should be addressed to 


*Phone your classi 


ee 
NU F"E 
Be 
| = 
| | 
ee 
ee 
| a 
MEE fies to CHA 8844 (Ex 25 
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: CLASSIFIED ADVERTISEMENTS: 


- $ APPOINTMENTS VACANT 
4 A vacancy eee Situations Vacant : ‘“ The engagement of persons answering these advertisements must ADVERTISING 


be made through 2 Local Office of the Ministry of Labour or a Scheduled Employmeat 


oe in the Agency if the applicant is» man aged 18-64 inclusive ors woman aged 18-59 inclusive ASSISTANT 


he or she, or the cuployment, is excepted from the provisions of the 
Notifiestios of Vacancies Order 1952." 


PUBLICITY . Parke, Davis & Company, Limited 


7 require a young pharmacist in their 


DEPARTMENT SENIOR ADVERTISING APPOINTMENT patel a ah cipene o6 aneonen 


im all aspects of Advertising 
and Sales Promotion and in particular 


of a well-known Engineering A senior assistant is required for the Advertising Depart- the compilation and presentation of 
ment in London of a worldwide organisation handling medical literature from technical 
- firm in the midlands. Appli- 


packaged consumer goods information provided, some literary 


2 cants should be 25 to 30 


ili ' th f 
Applicants should be aged about 30 and must be prepared nA s aelanaes ie m oe 
u ‘ ive- PE 
5 years of age, of good educa- to travel overseas. Their experience should indicate a broad a saaecaae” Adie a + lings 
; knowledge of advertising, preferably with some emphasis P “PSY ie 
oe tion, and with some experi- Awa ’ * nstance giving ull particulars of 
hi on the creative and productive side of the business experience and present salary to 
‘ r dver- ‘ 0 (= 
: ence of literature and adve This post is pensionable and offers excellent prospects to 
an tisement production, copy the right man. Starting salary from £1,000 per annum, 
. — di ; oo Y wei fr re Personnel Manager, 
“? writing, etc. according to age and experience rite giving full particulars 
i . to Box J.382 Willing’s, 362 Grays Inn Road, W.C.1 PARKE, pea & co. 
‘ imit 
7G Box 0880 


Advertiser's Weekly 180 Fleet St EC4 Staines Road, Hounslow, 


ADVERTISING : ng Oil Company DRAUGHTSMAN - DESIGNER wit! Middlesex. , 
requir 4 Adn trat genera! all-r 1 exhibition and s “ 
tar n ra iver room ur apa ’ Jesig “ 
WANTED. Young lady required with fepartment in Apr ind = det Ay n writ RECEPTION | - OFFICE MANAGER 
i. ‘ wledge t A rt e Ager hould 1 perier t giving full par slar { qualificati female uired 
a2 Pr pra per ill bra g ga 1g xper J ary requ to known F rT 1 
oA keeping cop hedule lispatct » large advertising ager r n Chief Draughtsman, David Esdaile & i mpar ; 
4 t and ck and mple mercial adverti pa I ( I 1S ary Street, S.E.11 Responsit ing bu ¥ 
y . An h € nter YOUNG LADY & { Typist r avez persona 
4 ’ srrou m 4 1 and = pr juired rain as Secretar P H ).5 Part t 
“ mpet and SP writing advert M known reta : ag { ¢ 
j ever ask 5 Age 28-33 Must + ay tga r Knowledge of advertis juired to 
cr ordering ~~ initial traiming of working J e a ivantag : wh not esser 30x 0906 Ad. Weekly 180 Fleet St EC4 
pace r making a t onstant supervisior and +t tia Salarv £7 A nr EXP NCED 
» -5 % Sd o 
" ~ M ) x 4 . week to carr ut short routir B j A Ww I St | quired, tore experience, MAN , 
f rockit rockic sea as = required Sala : ; ge , ce 
ra CEN 2824 experience non-contributor p Cantons D. toile wrie — to Staff defn ” eld The — ve # 7g 
- SILK SC REEN REPRESENTATIVE re cheme. Write, stating age. qualit Director, Colum, Preue & Vari opened ak dee gig 
. : Write, stating experience. to tions and experience ju0ting H 1 Ltd f 4 Gr os wr Street E I er ma rentowins , ae pensionadl 2 
Dist Pr oduct ns Ltd., 19Sa Mar to Box 7601, c/o 191 ¢ um H W since: : rah emt 
‘ ’ ] < { ] - 
he rough Road, Holloway. N19 E.C.2 Box 1027 Ad. Weekly 180 Fleet St EC4 
ae 


ms D. D. W. & S. WANT 
2 D. D. W. & S. WANT A Traffic 
A Senior Assistant 


Applicants should have had previous agency experi- 


a s ence, should possess a sense of responsibility. 
ath Copy Writer 

a . 

— We are looking for someone who is seriously intent on A Production 


building his career with this agency. If you have several 
years of first class agency experience behind you—write 


; % 
in confidence, giving full details to Assista nt 


Previous agency experience in servicing major 


Say national accounts is essential. Write to 
fl THE CREATIVE DIRECTOR 
7 DOLAN, DAVIS, WHITCOMBE & STEWART, LTD. THE MARKETING DIRECTOR 
. . a DOLAN, DAVIS, WHITCOMBE & STEWART LTD. 
35 PARK STREET, W.!. 
he 


‘Phone your classifieds to CHA 8844 (Ex 25) 


APPOINTMENTS VACANT 
Be ee ae eee | | 
re ! 
— eee 


May 19, 1955 


CLASSIFIED ADVERTISEMENTS | EXXIGEIRZ0m 


ADVERTISING 


Opportunity 
age 


for experienced man 
nder 35} to take over and develop 
advertising programme and be respon- 
sible for preparation of advertising 
iterature for well established and pro- 


gressive group of companies engaged in 


building and civil engineering, manu- 
of clay, concrete and joinery 
roducts and the marketing of unique 


rs) 
bulk handling equipment on a national 
b 


This is a senior post requiring 


experience in layout, copywriting 
ability to 
progress 


including media 


wiedge of 
rough 


completion 


typography 


prepare visuals and 


work to 
buying, eng 


res, records and accounts 


The post offers considerable scope to a 


man sufficiently versatile to interpret 
the requirements of many different 
products and services Some know- 


ledge of house journal production would 
be an advantage. The selected appli- 
cant who will be required to reside in 
York will be offered a permanent post 
good staff conditions including 
bonus and participation 
company's Pension and Life Assurance 


with 


annual in the 


Scheme Assistance with house pur- 
chase will be provided if required 
Specimens of work should not be 


enclosed with initial applications which 
should be 
stating 


submitted in confidence 


age, details of experience to 
date and some indication of commencing 


salary required to 


Managing Director, 

F. SHEPHERD & SON LTD., 
Building & CivilEngineering Contractors 
Biue Bridge Lane, 

YORK. 


PRODUCTION MAN. Interest: 

f tior flered to experienced ma 
advert g departr ‘ 

Ww k cover : 

r na ona ra 
. r x packaging 
Five-day week 

[ schem social facilite 
Wr ating «oftull details and salary 
Box 40 Ad. Week 180 Fleet St EC4 


SECRETARY SHORTHAND TYPIST 
reguired for Group Publicity Depart- 


estat mm pany : 

I The work 
ce mn with West 
sing cies 5-da 


) facilities Write 
Weekly 180 Fleet St EC4 


NATIONAL ADVERTISER 


requires 


ASSISTANT 


The Candidate must have had 
sound experience in connection 
with publishing Knowledge of 
paper-purchasing essential 
The work is at the Head Office of 
a Company in the Eastern area of 
London and is principally related 
to the production and distribution 
of illustrated letterpress books. 
Some knowledge of the retail and 
wholesale Newsagent business 
advantageous but not essential 
Experience in a Publisher’s Office 
might suit, but an all-rounder ts 
required rather than, for example, 
a specialist typographer 
Write stating age, experience and 
salary required to 

Box 0928 
Advertiser's Weekly 180 Fleet St EC4 


445 


APPOINTMENTS VACANT 


TELEVISION, CINEMA, RADIO 


Advertising Agency specialising in these media has excellent 
teresting vacancies for 

1 Assistant Executive. \ youngish man, with pre 
advertising agency experience, to handle administratss 
chent service on several large national accounts. Pri 
to full executive will be rapid for right man 

2. Secretary to Executive. 
with excellent 


assistant to a 


An alert and intelligent you 

shorthand typing to act 

senior executive 

’. Secretary to Radio Producer. A rapid and accurate 
to combine script typing and editing with radio prod 
duties 

Please send details of experience, age, present salary and ¢ 


as secreta 


nent, which will be treated confidentially to 
Box 0995 Advertiser's Weekly 180 Fleet Street E( 
FIRST-CLASS ARTISTS looking YOUNG MAN to tre 
fir bs will find them at Tect tor’s assistant Some in 
' \ Ltd We are par arly stud ssent I and 
at iva i ¥ as hers pogras an adva tv 
(h r 4 : re r er lor ¢ with red 
{ tast 4 t« “A s la Jay 
ip ‘ alse this ar will be cons ne 
an g art t i" Secretary, HOL 7144 
k and airbrust t whom 
" ft t xc : l COLOUR RETOUCHER for 
r A 4 offer i rates { expansion of ¢ ur ar 
pa \ T work: es for Senior Artist rs 
c , wht t wages, bonus ia 
aur 3 A te t hemes Wr " 
P ‘ is a , Ss necessar appointment to Art I 
t g . eve appointm Irwin Ltd 118 
I Artists Ltd.. 104-112 Mar London C2 I 
t Lan wil WELhbeck 814¢ 4141 
— 
SENIOR PRODUCTION , 
ASSISTANT ADVERTIS'G 
required 
il require man or w for 
nan 4 é é r 
to die important accounts in layout and art dutie ncy 
Ww End Agency. The prospects d d e 
and responsibilities are excep- Or advertising eps ‘ 
tional for the man with wide perience preferred. Ss an 
experience in agency production interesting and progr: 
wu Write giving full details of tion. 5 day week. Sal rd- 
pa experience and salary re- ing. Please write to 
qu i to 
Production M LASHBROOK ADV 4G, 
rosuction Manager, 123-125 High Street, ige. 
Box 0973 Tel: Uxbridge 
Advertiser's Weekly 180 Fleet St EC4 
AIRBRUSH ARTIST for General R SPACE SALES LADY, and 
t g r Art and Photoer —p Suburb u he kee 
S nterested uw Marsha Wr PP Serv { 
Ss 28 Kingsway Ww Chamber Oxford St “ r 
HO rn 0534 f Uplands 747 pm 
SSIS N“ 
Acs SAweMan on Wehh «es |S ee ee ee 
pr J abduilit irgent required to f , . offered veer ling 
1 with I ! week maya , 
: - - periodica publishers ma 
‘ " ( B 4 = — +iay 9 
weave an ncasew . "eee fund, staff restaurant Picase rite 
" N W.2 GLAdstor 274 stating age, experience a re 
OLD-ESTABLISHED COMPANY re quired. 
qt additiona pace Salesmen f Box 1024 Ad. Weekly 180 t EC4 
lox Government publication i ADVERTISING AGENCY equires 
gre tr Londor arca Send detail Shorthand ae for space sying 
{ ling experience ¢ department ‘rite 
Box 26 Ad. Weekly 180 Fleet St EC4 Box 1023 Ad. Weekly 180 i Ec 4 


TYPOGRAPHER 


required, with agency experience in 

press advertisement typography, who can 
produce clear and exact type mark-ups. 
Consideration will be given t day 


existing bh arrangement 


Please write giving details of experience 
and when available for interview to 


Art Director 


OSBORNE-PEACOCK 


26a Albemarle Street, London, W1 


| 


ADVERTISER'S WEEKLY 


Leading firm 


of 
process engravers 


requires a 
JUNIOR 


PRODUCTION 
CLERK 


Any previous experience an 
advantage, but not essential 
training 
be given. Applicants should 


as thorough will 
have completed their 
National Service. Excellent 
scope for advancement for 
the 


right type of young 
man Write giving full 
details of education, age 


and business experience, if 
any 


Commencing salary will 


depend upon age and 
qualifications 
Box 1031 


Advertiser's Weekly 180 Fleet St EC4 


ART DIRECTOR'S ASSISTANT. W 
are king for a kee P ever 
years’ experience, with a good ks 
edge ar “ k tor rey ' 
sorr lay abulit 1 fan r 
with pe sce He mu be able 
mak { and take resy it 
A eve tor Jetail essential 5 
week H fa us car Bor 

roe Grove Ltd 5 Creat Que 
Sueet, W HOL 1676 

ADVERTISEMENT MANAGER, «¢ 
peri >< the held of at 
and ma tools for t 
( mtr img salary & 
muissior Apply im 
Managing Director, Sawe Put 
tions, Ltd. 4 Ludgate Circus, EF. 


Education Committee for the 
County Borough of Brighton 


BRIGHTON COLLEGE OF 
ART AND CRAFTS 


Grand Parade 


Principal €. A. Sallis Benney, R BA 
ARCA. FS.A.E., Hon. F 18D 


The following part-time specialist 
teachers are required a5 soon as 
possible 

CABINET MAKER to teach furm 
ture design and practical work 


apprentice ind «a t 
N.D.D. examinat 
COMMERCIAL 


) students taking 


DESIGNER AND 


DISPLAY SPECIALIST to teach 
student taking N.D.D. t Special 
Leve A lively ntemporary outlook 
essential, together with good draughts 
manst and lettering 
Any mmediately to the Principal, 
College of Art, Grand Parade, Brighton 
Ww. G. STONE, 
Director of Education, 


54 Old Steine, Brighton 


 *Phone your classifieds to CHA 8844 (Ex 25 
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| CLASSIFIED ADVERTISEMENTS 


" APPOINTMENTS VACANT | 
: Top-flight Senedenwesh Lora Gaetet se assy tier skeet gneeeet | WISUALISER/ 

sen Me Ot i ecideatioe of Vecmcen Ore ia” ~§ * | LAYOUT MAN 
freelance 


We want a visualiser of proved 


FIRST-CLASS ARTIST wo lead 


ability—a man who combines a 
small studio. Must be a really good designer 


space salesmen and capable of visual presentation and finished flair for good contemporary lay- 


artwork in colour or black and white to high out with a practical knowledge 


standard 
of type and production. Experi- 
“ae required for Natior 2] PRINT BUYER with Agency experience ence of technical advertising and 
ee of print planning and buying. Must have a good , 
poster-style, media. Fo approach to typography and capable of organising print would be an advantage. 


and progressing high-class work 
figure appointments ava 


GEOFFREY DADD LTD., 
3 PRODUCTION ASSISTANT wih ‘* Woodside,’’ 90 Epsom Road, 


ble to men who can pr nerience r ' 
Agency experience and knowledge of typesetting Sutton, Surrey 
q , sitio am | and pre ess reproduction. Must be careful and 
the y— the | | accunete Waske: (Near Morden Tube Station) 
4 j 
to lead and inspire ; Telephone: 
These positions are available in a London 1.P.A. and offer plenty 
sales-force of scope for the right people. Please write, giving details of DERwent 4444 (4 lines) 
a age, experience and present sa fo 
. : ABLE PRODUCTION MAN is offered 
an A 7 Box 0989 Advertiser's Weekly 180 Fleet St EC4 early opportunity of becoming Pro 
, write stating juction Managér of medium-sized ¥ 
West End Agency. handling ‘ 
* ; i PUBLICITY. Opportunity ex FLEET STREET AGENCY = require accounts All-round proc ’ 
~ Publicity Department f well-know Young General Artist with ideas and media experience with similar agencies 
rue } ee nd experience in se manufacturing chemis for iN good sens f lavout Also Cop essential. Wrice in confidence exper: 
2's oman (1% t make D , ra ind reliable n and commencing salary required 
r t i nt to .arecer u 4 . k ty r Juct ym an ) ‘ 
cthe eva pects for ent “ adie Writ giving details and Box 1018 Ad. Weekly 180 Fleet St EC4 
' r not Be x 0996 Ad Weekly 180 Fleet St EC4 Box 2 Ad Week 180 Fleet St EC4 f 
a i LADY FOR ACCOUNTANT | 
The Managing Director ADVERTISING EXECUTIVE ieee aie ol . 
a SPAC AND C (preferably qualified) with A genc 
’ n i experience required by xpanding 
; | Box 1038 wanted by small but fast grow- A new and important post has Seg gus sate 
; lend E hom been created to handle all the medium-sized Agency. Also a Ledge 
ie ee ing London agency. xperience Society's advertising, including the ll kil aii an ai 
Advertiser's Weekly 180 Fleet St EC4 on charging and invoices pre- production of a quarterly maga- erk 1 similar experience ery 
ee See ie ferred, and all books up to zine. Preference will be given to good prospects for the right mer 
ae AMBITIOUS YOUNG MEN, trial balance. Person appointed applicants trained in modern Advertisement kno to our staff 
-) who w will be required to keep all advertising agency work The Write fully, in strict confidence 
pace-selli space schedules and be in pest iS permanent, progressive M : 
k n Fle aT anaging Director, 
, k charge of voucher checking and pensionable. A car will be 
ba . provided Box 1045 
salary ¥ nprehen Salary according to experience ox 
sive i Mr. Matthews Applications in confidence, statin 
CHA Bad mag: Shag Saturdays. Holiday oe Generis Sab wilane oo. Advertiser's Weekly 180 Fleet St EC4 
is : ‘ Se siate 
FINE OPPORTUNITY Ambitiou ins Box 1001 quired to General Manager, West 
; ing A ing man ¥ i Ox Cumberland Farmers Trading 
Mr ~ ag ag iggy Advertiser's Weekly 180 Fleet St EC4 Society Limited, Whitehaven EDITORIAL LAYOUT ARTIST 
- apes . quired for high-class mont publica 
t ra ra havert x . : i Taper ’ tions Must be fully experienced 
i. ‘ abi Ay me hased ) \ MAN whe A pees luce adit: romee aa “- ——, TY PIST require 4 creative typographer with a moder: . 
= ee yy - ZR | Saamuke aan oe utlook. Good conditions, $-day 
‘ eanive. & 4 experience acilit “sought by small West End Y ‘wen, tle sat Mae week. Write, stating age, details of 
3 attractive State age an xperi acuuLies Ree , 4 — é — , == a us experience and salary re 
- etc., firm t« ell space im quality magazines H iy assured this vear Write oak to 
7 Box YOS Ad. Weekly 180 Fleet S: EC4 Box 10 ai Ad. Weekly 180 Pieet St EC4 Box 3 Ad. Weekly 180 Fleet St EC4 es 0999 Ad. Weekly 180 Fleet St EC4 


GOOD ARTISTS MANCHESTER Advertising Agency SECRETARY / ASSISTANT 


to Advertising Manager 


. CAN EARN has vacancies for THE COMPANY : 


British subsidiary of America’s 


GOOD MONEY GENERAL ARTIST domestic electric appliances. 


with a flair for layout and lettering. Fin opportunity bigs Fo te to help in the f 
A t ly—te th , 
; for established artist or young man with a few years mation of the advertising 
IN studio « xperience department Ultimately —it's 


entirely up to you. The scope 


Ee. LIVERPOOL YOUNG MAN for Production Dept. ase 


Someone methodical, accurate 
: with some agency experience of copy detail, block and under 30, preferably with 
a) Two first class letterers re- ordering, typography, et Excellent opening for pr ob Amy deen. pom. " 
quired. Also still life man used someone with initiative and sense of responsibility ienee. Soune practical tmow 
1enc y practical know 
: to producing highly finished ides of geubuntion ‘wash 
ten catalogue work. Five day week Pleasant working conditions on interesting and varied though not essential, would be 

a Good working conditions. accounts. Five day week and holidays this year Apply an advantage 
Write in first place stating ex- Stating age, experience and salary required to Managing Interested? Then write, giving 
d | d Director details of your experience, age 
2 — ae ey Ceres sone and salary requirements, ito 

The Advertis Manager, 
; Box 1020 HERBERT GREAVES LTD., 6, BOOTH STREET, mance - 
. MANCHESTE SUNBEAM ELECTRIC LTD. 
Advertiser's Weekly 180 Fleet St EC4 R, 2. 


14-16 Old Quebec St. London, W! 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | EXIISNSZEN 


required 
and VISUALISER 2 
? ; by concern of International 
A required for Publicity Depart- repute, marketing grocery lines, 
: — 5 a pe A D Vv E R T I Ss I N G for their Canadian House (head 
irm in rt ent (12 mile 
a _— office Toronto). Age 30/35 
London) Young University 
‘ Remuneration in accordance 
; Engineering graduate with in- E te 
; “te , - with experience. A great op- 
: clination towards advertising f ‘ 
ni r Nan on 
: preferred Excellent salary ne a = ee Se Ven, 
\ Apply Box No. 3600 co with experience including print production, required experience and drive. 
White's Ltd., 72/78, Fleet Progress, Liaison and records man for Advertis _ Box 0986 
7 Street, E.C.4 : . . ; Advertiser's Weekly 180 Fleet St €C4 
: Manager's Office, Tractor Division, Ford Motor Co 
sas nm or tn SECTION of a large pany Ltd., at Dagenham. This is an entirely new appo DESIGNER. A Leading Ex 
‘i tria rganisation requires Assis 7 . ‘ Contractor requires a Fu Expe 
ig tat Good opportunity for young ment, and offers considerable scope for advancemc enced Chief Designer ake re 
n “ has completed tiona of Studios Permanent posit i 
ee tis ae ae ae ivantages include Pension Scheme (non-contributo Aunen & Som. Lid. 168 B 
. nu L. J ‘ oa ondon 
in: ay ‘toa Vrite, giving details of experience and salary require 
Leer peer lly te = 2 .~ so Ram Salaried Personnel Department, quoting reference D 
Write, giving full particulars of Production Man 
{ Advertu g ¢ tr er | 
Box 0991 Ad. Weekly 180 Pleet St EC4 Wanted urgently by progressive 
| medium sized Mayfair Agency 
4 > ; JUNIOR ADVERTISEMENT COPY YOUNG LADIES with or 4ge less important than ex 
MARKS & SPENCER AND \ENERAL OFFICE CLERK abilities, required for | perience. Pleasant working con 
LIMITED wante h-class women's maga House, window display + coats 
zit elient prospects Write ing, painting and lay ditions S da\ week Ful 
equir r their Sales Promotion giving tails of age experience Sewing and handcratt 
Department a y g Journalist educat salary required, to Phone for interview Gi futumn holiday given. Write 
N.U.J. preferred. The vacancy Box 10°: Ad. Weekly 180 Fleet St EC4 Ex. 232 aioe 
nec “ 1 na 
| 
ar i j 
| Box 0988 
ewing experience 
| +p, PRIVATE SECRETARY LETTERIN | | Advertiser's Weekly 180 Fleet st C4 
g salary of £800 per annum WANTED BY BUSY 
mance ig: ADVERTISING MANAGER AND LAYO\ 
oe ane 66 Se Se eee GENERAL PHOTOGRAPHIC Rt 
: -- * — r All the qualifications of a top grade | TOUCHER AND LETTERING 
- Stree — . " - secret plus first rate organising Opportunity for swage } ARTIST required Wr k 
rence and present salary, and ability and a high degree of initiative tering man aged 23-2¢ Studio Ltd, 43 Gerrard § 
eenvaione “louraatiol essent This is a progressive post h London, W.1 
es ne" : for a career girl eager to accept a large more than average 
meas of responsibility. Moderr for bus agen s 
ofices | fveday. week: subsied ellen hey. GENERAL ARTIST 
BRIGHT COMMERCIAL ARTISI meals. Write or ‘phone— Knowledge of typog 
ae y “ “we i . Div : “ “ol Personne! Manager an advantage. Press and Print, Central Londor 
7 I a int me om ros aed Colgate-Palmolive Led., 1F YOU ARE AS GOOD 
: asant working ve dition 145, Charing Cross Road, W.C.2. Box 1017 as you think you are then write 
kK. Weite, giving Sat Cotas GERrard 9080 Advertiser's Weekly 180 Fiee 4 Box 1030 
Ad Weekly 180 Fleet St EC4 = Advertiser's Weekly 180 Fleet St EC4 
- - cal SCHEDULE TYPIST with knowk LAYOUT ARTIST. With 
vine ee _ Se of shorthand required by the Med perience who can produce ¢ ACCOUNTS TYPIST required by W 
| ADVERTISING MAN Department of West End Advertising outs and some finished artw or End Advertising Agency Fiv 
ai Ager Five-day week Lunct gressive position with hapy week Lunch vouchers supplied 
ede sls and experience ir vouc ipphed Apply Lambe Write t ‘phone Art Direc t Apply Lambe & Robinsor Lid 
| te trade ’ advertising dis Robi Ltd Sceptre House end-Smith & Hardy Ltd Sceptre House, 169 Regent Street 
As ntment base jon Reger Street, Wl Square, W 1 MAY 4847 wi 
‘ wilh Oo sntractive. Genan Gun -_-—- 
vrs wea IF YOU ARE 
Advertiser's Weekly 180 Fleet St EC4 F 
asy edverusing Gopertment of men NTERESTED IN CARS 
ag SALES TRAINING SPECIALIST 
rers l iter lung © TA t var J 
' : day week. pension scheme and have some knowledge of 
‘ facilit etc Write g 
f tails and salary required te required for Sales Promotion Dept. of Tractor Divisior how Gey work, 
; 994 Ad. Weekly 180 Fleet St EC4 
: ; : Ford Motor Company Ltd., at Dagenham ; to be respon spare, may oe _ waiting _ you in 
: . the Castrol publicity organisatior 
ACCOUNT EXECUTIVE ble for development of Dealers retail sales force, including Wo ane tuching Cor 6 panna man 
: 2 preparation of Sales Training Publications, Films and aged 20-25, preferably with some 
are looking f he scope that experience in agency or advertising 
complete charge of severa Film Strip. Experience in the field of Sales Training and department, to work on the preperation 
would give you, we shall car lubrication chart n 
anemad uu bear weet rst-class writing ability essential ; experience of othe: -< — — oy A a a 
ee oe , we ae S Sales Promotional activities and/or some knowledge of typography, an eye for layout and the 
ne ents at top ‘eve , ‘ ability to attend cosely to detail 
and creation of campaig agriculture would help. The appointment includes the Selary will be £400 per snnum to start 
with team) anc the s . wn n " 
he oh mon t. The esse idvantage of Pension Scheme (non-contributory), and eH pS eo a 
ep . Ha ae sal cau dence offers considerable scope for advancement to the successful! 
bility, sound judgment and an intim 
experience of fashior and beauty adver- applicant, who should be between 27-32 years of age @ Write, with details of 
tisin Af or writing brilliant copy , 
senaki be a detiied sGuammnen, Adasen Write, giving details of experience and salary required to pest etme = — ee og 
your letter. seating your Ags, ee Seary Salaried Personnel Department quoting reference DGT. PUusuICITY Sen, 
you are looking for, with a brief outline L 
Fou are locking fo C.C. WAKEFIELD & CO. Ltd. 
Box 1047 46, Grosvenor Street, London, W.! 
Advertiser's Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


for Old Established Light Engineers 
in their newly erected premises 
Excellent prospects and salary to man 
of proved ability ir 
layouts Age 25 35 
Director, Hills 
Lendon Road, 
Phone Staines 


copywriting and 

Apply Staff 
(Patents) Lrd., 
Staines, Middx. 
504), Ext. 23 


YOUNG GENERAL 
modern ideas required 
high technical publicity 
be © do good finished work 


be 5 certain am 


ARTIST = with 
who is keen or 
Must 


bas 
ble t and 


ured t lo a 
ouching Figure work 
eesentia Put Kr 


ant 
not 
edge of typography 

week get 4 
rite, stating 
pre is experience and 


saiary f re 


Ad. Weekly 180 Fleet St EC4 


GENERAL ARTIST 


foungish 


man required with creative 


ability, able to 
finished 
Agency 


produce slick ro 


ans 
and drawings for Vest End 


| ‘Phone 


Studio Manager—GRO 6744 


PRODUCTION ASSISTANT i pr 


experience ‘ feta 


LETTERERS 


j00d experie artists. Send a few 


ttings or ca 


ART DIRECTOR, 


448 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACA 


Situations Vacant : “ The engagement of persons answering these advertisements must 

be made throagh a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or «2 woman aged 18-59 inclusive 

unless he or she, or the employment, is excepted from the provisions of 
Notification of Vacancies Order 1952." 


Jobs with a future. . 


Applications are invited to join a busy Agency where the work is 
interesting and varied, where progress is encouraged, security for the 
future assured, and good salaries are implemented by a shore of the 
profits. The following vacancies ore waiting to be filled :— 


GENERAL ARTISTS ASSISTANT SPACE 
Interesting opportunity for good BUYER 
all-rounders ‘" who like variety 
of work, or alternatively for those Either sex, any age. A remarkably 
who may want to specialise fine opportunity to quickly build up 
eventually. Appreciation of modern to an executive position Typing 
lettering and type an advantage essential Agency experience 
advisable 


LAYOUT ARTISTS 


Versatile, creative, to prepare 


rough layouts and slick presentation 


SHORTHAND TYPISTS 


layouts for leaflets, brochures, press Two vacancies with excellent 
advertisements, in black-and-white prospects for advancement if 
and colour. Agency or studio ‘desired, fees will be paid for 
experience preferable. Full scope Advertising Association evening 


for originality courses of study 


RETOUCHERS 


Good experienced retouching 
artists for interesting, varied work 
on photographs of technical, semi- 
technical and general nature. If you 
can also help with other work, a 
wish for variety will be encouraged 


YOUTHS 


Two or three vacancies for young 
men age 16-21 to start in block and 
voucher cepartment and train for 
promotion to production dept. and 
later as assistant account executives 
Write details of age, experience 
and commencing salary required :— 
The Managing Director, 


THE NATIONAL PUBLICITY CO., LTD., 
36-37 UPPER THAMES STREET, LONDON, E.C.4 
CENtral 0473-6 
(Near Blackfriars and Mansion House Stations.) 


en - ee e e 


May 


APPOINTMENTS VACANT 


GESTETNER LIMITED require an 
additional artist in their Art Depart 
ment for preparation of technical line 
Drawings. Canteen and Welfare facili- 
ties. Telephone TOTtenham 1050 
for appointment or call with specimens 
of work Personne! 
Broad Lane, Tottenham 


19, 1955 


Departmenc 
N.17 


EXPERIENCED VISUALISER required 
by West End Phone - G 


1 agency RO 

A PROVINCIAL NEWSPAPER 

ORGANISATION with a ¢ circula 
tion, requires for its | 


a person of wide experi 


accord results or 
writing Of givin f qualih 
cation and experience should be 
made t Personnel dministr 
Limited 55 South Audle Stree 
London, W.1 


GENERAL ASSISTANT, male, requir 
for Sales Promotion Depart t 
f 


mpany manufacturing world-famous 
branded, packaging materials fust 
have completed, or be exempt from 


Apply by letter t 
Box 1011 Ad. Weekly 180 Fleet St E« 


LAYOUT 


c group han £ t 
gr all branct 
Si Unu l c 
ar Permaner 4 
m rd area 
know of this advertisement Write 
confidence Managing Director 
Box 0982 Ad. Weekly 180 Fleet St E¢ 
CENTRAL OFFICE OF INFORMA. 
TION. Layout Artist Typogray 
with 3-4 ars 


ARTIST. also with know EXPERIENCED GENERAL ARTIST 
GRAFTON ARTS LTD., ledge of type, required as assistant in for finished label and packaging 
° GOUGH SQUARE, E.C.4. the editorial department Apply by desig 38-hr week Liberal bonus 
lette fit he heme 
' etter to the Editor, The Ambassador schem 
| TEL. CEN. 6941 49 Park Lane. W1 Box 0954 Ad. Weekly 180 Fleet St EC4 
ARTIST i Limited require CENTRAL ART 
Seni Commercial Artist and layout SHOWCARDS eraaatiy coauire 
mar c years’ practical agenc cuTOoUTS * PACKAGING nat C1086 
or i experience = essential! ENERAL DISPLAY 
Per " dows’ pension schemes G LETTERING ARTISTS 
salary a @ to age and experience An opportunity occurs for a young on 
App tions to Personne! Offic 7 with creative ability and genera ‘ 
F * . Ltd Harvest : oY F aliz experience in print and display. Write eg age >, 4-4 
¢ tating age and salary required to graphic Ming pply c reble 
VOUCHER CHECKER oe air “ee Coneral Art, 309, Ouiord St. W.! 
( required - Ph fair 37 
large West End agency G - pr Advertiser's Weekly 180 Fleet Sc EC4 ee 
Wr P tatin “. ‘ ss . ~ JUNTOR SHORTHAND TYPIST. age ASSISTANT VOUCHER CHECKER 
anes - > t . 17-20, required by West End Outdoor required by Advertising Agency. Good 
Box 1055 Weekly 180 F St EK Advertising concern prospects S-day week App 
- . ) d. Weekly 18¢ et St EC4 Smiths, 100 Fleet Street, EC 
SHORTHAND TYPIST , Box 1004 Ad eekly 180 Fleet u ee ree 
and varied work with e¢ ! 
in Advert m Ag < H 
be arranged Ag mmater Wr 
Mr. Lioyd, 6 Rupert Street. W 
EXHIBITION Sta g Designer 
wanted Must have modern ideas and 
Sores cess pease oon VISUALISER 
salary and nditions Please w 
first instance to Chief Designer 
Olympia Lid.. Kensington. Londor 
wi4 
with some copywriting ability required, as a senior member 
Experienced of newly formed team in the Advertising Department of 


GENERAL ARTIST 


urgently required by 
MARK FAWDRY LTD. 


Slick lettering essential. Still 
life and retouching experience 
an advantage. Write or tele- 
phone for appointment 


Studio Manager, 
Mark Fawdry Ltd., 
Hanover Court, 
Hanover St., W.1. 


Telephone: HYDe Park 917678 


Tractor Division, FORD MOTOR COMPANY LTD., 
at DAGENHAM 


and offers a first-class opportunity for an experienced man. 


This is an entirely new appointment, 


Advantages include Pension Scheme (non-contributory) 
Write, giving details of experience and salary required (no 
specimens at this stage), to Salaried Personnel Department, 
quoting reference DNV 


f books and p ts 
graded Temporary 
if on Officer Salary accord 
t » age and 
£775 (mer 
giving date oO 
Jetauls f qualificat 
ence of posts 
t« AC 365 
Ministr of d id 
Servic 1-6 Tavist uar 
by May 26 55 c nal 
m als sh« i be sent Only cand 
jates selected for interview wi be 
advised 


LETTERING ARTIST, for fn 


layout work, good salary e 
right mat Tel. C 1189 

COMMERCIAL ARTIST required f 
technical paste-ups Apply Lithoprir 
Ltd S6a Kennington Road, SE 1! 
REL 68x 


APPOINTMENTS WANTED 


EXPERIENCED SPACE REPRESEN 
TATIVE accustomed to interviewing 
at executive level, seeks progres 


position in publishing 
Box 1006 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED WOMAN P.R.O., ex 


He cuions womer 


ACCOUNT EXECUTIVE 


large London Agency, seeks 
change. Fashion trade 
experience. 
Box 0942 
Advertiser's Weekly 180 Fleet St €C4 
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May 19, 1955 iii ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 
| London Advertising Agent Required 
| 


to handle the account of an Exclusive 
; SENIOR PERSONAL ARTISTS AND DESIGNERS | | | ‘rise! Sel¢ of Fashion. 


Women's Sportswear Clothing House. 
GREETING CARD Must have a flair for creating original 
: . Write Box 104! 
ASSISTANT Going one Bape meager | | Advertiser's Weekly 180 Fleet Se EC4 
wis Oo conta artists a } 
SPACE BUYER OFFERS LOYALTY AND HARD . 4 


ideas, and a new approach in this 
to design attractive cards— 


|| WORK IN EXCHANGE FOR Christmas, Birthday and 
SEEKS CAREER WITH PROSPECTS. Special Occasion—suitable for e TE , 
Aged 25 years. Reliable and trust- general market. Novelty of | ey y a — es 
worthy, available early May. Previously design and/or fold of card Viens] Ages Cie® anodes clashes on 
entire control of promotion, sales, . ; r Photo-l Pp Lib: 
; NEW advertising and publicity with establish- particularly interesting. Roughs cate, FhotoUnice Picture Litrary, 
ed newspaper. Seeks position in or artwork should be sent for See ee rene 
| | Goleene ponent aplvosup ond soe consideration to | “Gee for. erties end sévertiing 
: APPOINTMENT nections. Salary and hours immaterial. A. MASON & CoO. LTD. | | agents For particulars of studio 
> i Used cto dealing with Client Accounts 207 ST. JAMES'S ROAD facilities, fashion photography and 
c | and Production. Can conduct nego- 7 ‘A enormous model files contact Philip 
. | tiations and deal with problems. Used CROYDON ° SURREY Gotlop Photographs Limited, 24 Ken- 
to dealing with large staff. Journalistic sington Church Street, W.8, Western 
6 | experience. Not willing to invest TEAM OF FREEL ANCE ARTISTS 4130 
capital. covering all branches of technical and “HAND PICKED" SECRETARIES 
i, WILL SUIT FIRM REQUIRING commercial artwork Phi Mographic available The Wigmore Agency, 67 
4 A RESPONSIBLE EXECUTIVE service also available Write Free- Wigmore St... W.1. HUNter 9951/2/3 
| lance Artists,"" 9 Parkla Surbiton : . 
, : BUT NOT THOSE WHO WANT SILK SCREEN TRANSFERS. Manu- 
Many years experience facturer has surplus capacity » 
A USELESS IDLER. ; , is t for 
‘ BUSINESS OPPORTUNITIES | Ceramic and Paint Silk Screen Trans- 
*. | Box 1036 | fers Can offer quick delivery of 
i and a sound knowledge Advertiser's Weekly 180 Fleet St €c4 CAPACITY AVAILABLE. Siudio out- | transfers to your own design for firing 
“he put available to advertisers requiring to omy or owed Enquiries a 
i \ assistance in layout, copy and artwork ong or short runs invite any number 
¢ of all Press media | ADVERTISING EXECUTIVE wants | comprising line of tone ‘iiwtrations | gf colour . 
bigex 30 years’ experience on and lettering, but sding Box 0941 Ad. Weekly 180 Fleet S BC4 
imy unt Store, National and Sales finished figure t SEYMOUR STUDIOS, Photographers, 
, Promotion accounts. Salary £1,000 Box 1029 Ad. Weekly 180 F St EC4 61 Seymour Street, W.1, have con- 
'e e Box 0992 Ad. Weekly 180 Ficet St EC4 WORKING PARTNER. Sar firm structed a new darkroom solely for 
4 YOUNG LADY, with basic knowledge — acturing advertising models and photo-copies to scale We aim to 
is o tering and training in illustra- display units require work partner give an ultra rapid quality service to 
f tion, seeks post in lettering or typo- ny 1% experienced man only the West End and W.C. area. Your 
| graphy and creative design 3 Box 1010 Ad. Weekly 180 Fleet St BC4 enquiries are invited PAD 2708 
Box 0961 Box 0987 Ad. Weekly 180 Fleet St EC4 | ADVERTISEMENT MANAGER (Lon 
don) can undertake sole Representa- ACCOMMODA N 
A verti er’ Week! 1 0 Fleet te tion of a new or establ ed pul 4 | ACCOMMODATION | 
dvertiser’s y 8 St E04 FREE LANCE SERVICES tion offering scope for development 
| Sound connection agents and adver- CHANCERY LANE. Pirst floor over 
tisers throughout countr) 200 square feet, very light Studio, 
RESIDENT FREE-LANCE | Box 0985 Ad. Weekly 180 Fleet St BC4 | office of worksho Redecorated, 


£175, exclusive HOL 2906 " 


: GENERAL ARTIST |. Box 1037 Ad. Weekly 180 Pleet St BC4 
Ex. accom. Cen. Lon. & ample flow | RETOUCHING DESK TO LET to good free-lance 
MALE SHORTHAND TYPIST desires of work available = - ee ee “4 > —— and or lettering preferred 
ost Advertisin 18 Passmore -F ARTIST j \ is technica ucht wecadilly 
Gardens Nil. . | ve meg i samen ap ge hanaey sotiing oH Box 0997 Ad. Weekly 180 Fleet St BC4 
' _ ethan By gy glee» DESK SERVICE. Desks available with 
ASSISTANT ACCOUNT EXECUTIVE Advertiser's Weekly 180 Fleet St EC4 but steady and prompt recouching | | “telephone st Fleet Street office on 
| monthly rental Box No 0132 
BAA cmd 4 24 bli hool, . . . HAYWARD & MARTIN LTD. on’ ian ‘ ’ 
sucks position with prospects inLongon | | SPACE SALES REPRESENTATIVES | | 34 High Street, Bromiey, Kent Forbes Robertson (Advertising) Lid., 
Agency; commencing salary not impor- required on free-lance basis to cover RAY. 6702 426 Strand, EC 
tant. Experienced in production, all hotels and garages in various districts - - — F/L ARTIST with Mayfair premises, 
aspects of Agency routine, management of | | of England and Wales, for Scottish | PROGRESSIVE ORGANISATION deal, wishes to share. £88 incl. each. FEL 
= lates ° medium of first-class status. En- ing with national advertisers. is = 8 4588 evenings 
Bor 1032 | guirers. please state ‘nature of any | position to exploit anyihing realy | SLgeT STREET DESK, 30s. weekly, 
Advertiser's Weekly 180 Fleet St EC4 Box 0990 Ad. Weekly 180 Fleet St EC4 media Box 0970 A eeu Fie St BCA 
. —_ @ . 4 Zz. ec y 5 eet t 
SPACE SELLING. Experienced woman | “STOUCHER sad/or colours (irec- ausy wa RST ABLIONED pny 
: . Spas | lance) to prepare photographs for SY, ES REE- 
Representative available High-class reproduction. Central London studio. | LANCE ADVERTISING CONSUL. SALES AND WANTS 
media. Reply ’ | Best work only is of any value to us. | TANT consistently. working at full 
Box 1043 Ad. Weekly 180 Fleet StEC4 | Box 1025 Ad. Weekly 180 Fleet St BC4 pressure, secks amaigamstion with | MASSEELEY MODEL 33 Universal 
; person in similar position with (a) Printing and Etching Machine for 
a  y™, .m, Mw. view to avoiding stomach ulcers and labels * showcaerds on metal plastic, 
ee ~~. | (0) making expansion possible. Please wood, glass, rubber, leather, card. 
WELL-TRAVELLED sent yy Fy om write, giving details, to fabrics, etc by the Masseciey hot 
mission and expenses. Would suit Box 1013 Ad. Weekly 180 Fleet St BC4 | and cold processes Flectrically 
ADVERTISING EXECUTIVE active retired man or free-lance BLOCKMAKERS. If you sre in | noted top plate a h-— Platen 
| Box 0993 Ad. Weekly 180 Pieet St BC4 London and are interested in absorb- | top 12) in. x 6] in tween celumns 
POINT OF SALE cut-outs, novelty pop- ing an additional £5,000-£8,000 turn- 13} in F. J. Edwards Led 159 
SEEKS CHANGE | ups cartons. Ideas/Artwork by Ray pred per year —~ - assure speedy, Euston Rd., N.W.1 
7 cient service jndly write to 9 . - = 
Cr ty Publ ieee ar Gill Jones (no figure) Terms by arrange- Box 1014 Ad. Weekly 180 Fieet St BC4 MASSEELEY COLD PRESS TICKET 
urrently Pu — anage se ment. LEE 9396 wai WN LONDON PHOTO MACHINE. TP model Good 
national manufacturing concern is an TIST specialises L-KNOW! a i} ° order Offers to Rowland 12 
all round advertising man with agency a gt Py Age Rs 2K, | GRAPHER with excellent production Balmoral Ave., Great Yarmouth 
senior executive experience at home ecunmlesions facilities in still and cine, requires | 
and abroad. Has intimate knowledge Box 0648 Ad. Weekly 180 FI St BC4 agent capable of negotiating good | 
of certain overseas markets. Exper- - : = assignments Commercial dustrial | 
ienced in evaluating product possibil- DRAWINGS, iettering and various architectural and cultural subjects 
ities in new territories ; devising and | | ‘kinds general work me . . designs, Box 1015 Ad. Weekly 180 Fleet St BC4 | IN + to National « Pro- 
i acks hnical oderate charges . | vincia Press advertisin Alabastine 
implementing successiul marketing and | | Porn oy Ad. Weekl bcd | COMMERCIAL = «= PHOTOGRAPHIC : 
advertising plans in “‘difficult’’ areas. Box 10 Ad ba 180 Pieet St EC4 STUDIO G mins. Olympia) may be Piller has now - t, - o hi ~ 4 
Prepared to travel extensively, but de- QUICK WORK? All kinds undertakes hired by Agencies or professional Campaign 7, the Jndergroun 
sires London ~~ Sore experience | by ay 7 copy- photographers Cobb & Clow Lid fesne Prats & Co. (Advertising) 
in management, all-leve!l contact, copy/ writer xman 2 UL 9806 r 
ideas, production (Press, outdoors, — 
film, exhibitions, display). Junior exec N 
utive or “‘assistant’’ posts would be of FASHION ARTISTS SHOW CARDS, CcuT- ouTs choose VI cI 
little interest to this ~ who is used ADVERTISING FOLDERS artists’ brushes 
to responsibility and decisive action. ; 
Freelance artists are invited to submit Ask your dealer for VINCI 
Further details from : | specimens and prices for good fashion brushes or write now to: 
Box 0946 work to Advertising Manager | L. P. Brush Co., Ltd., 
Advertiser's Weekly 180 Fleet St EC4 DUPONTS %5i"¢: | | || 51, St. Stephen's Gardens, 
| London, E.C.i | | London, W.2. 
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Selling 
to 


Industry 


means 
advertising 
in 


—the Independant 
Journal with 13,932” 
net monthly _ sales 
of which 91% go to 
Top Executives in 
British Industry and 
commerce the world 

over. 
(x) A.B.C. certificate 


June-Dec. 1954. 


Business 


The Journal of TOP Management 
in British Industry & Commerce 


Business Publications Ltd. 
180 Fleet Street, London, E.C.4. Tel: Chancery 8844 


Published by by the os” 
Ma 


NESS PUBLICATIONS Led., 


ios Printed in England by St 
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— STOP PRESS — 


New president 
for LPAA 


Eric Miles (Samuel Miles & Sons 
Ltd.) succeeded Richard Walker 
(Boro’ Billposting) as president, 
London Poster Advertising Associa- 
tion. A. A. Leopold (A. A. Leopold 
Ltd.) is senior vice-president, and 
R. Pennell (Pascall, Eta.) is junior 
vice-president. 


After 30 years with Chivers & 
Sons Ltd., Histon, C. M. Muir has 
resigned his position of advertising 
manager owing to ill-health. He 
was member of executive committee 
of ISBA, and also _ represented 
ISBA on education committee of 
Advertising Association. He is suc- 
ceeded as advertising manager of 
Chivers by A. G. Penney, his 
assistant for last five years. 


W. A. McWhirter 


William A. McWhirter died on 
Monday night. He was 66. He 
joined “Glasgow Daily Record” in 
1907, and was founder-member of 
staff of the “Sunday Mail” in 1914. 
After first World War demobilisa- 
tion he became editor of “Sunday 
Pictorial.” 

He joined board of “Glasgow 
Daily Record” group and also 
became in 1920 director of Daily 
Mirror Newspapers Lid. and Sun- 
day Pictorial Newspapers Lid. He 
retained the seats until 1946. 

He resigned from the board of 
“Glasgow Daily Record” group in 
1925 and in 1928 became managing 
director of Northcliffe Newspapers 
Ltd. Two years later he joined 
board of Associated Newspapers 
Ltd., and was made managing direc- 
tor in 1944, 

For some years before he retired 
in 1950 he had been joint vice 
chairman of Associated Newspapers 
and Northcliffe Newspapers. 
also in 1950 gave up his seat on 
boards of numerous subsidiary pro- 
vincial enterprises controlled by 
group. 


Special commercial TY scheme 
to aid small advertisers now being 
worked out for London station by 
Televisuals Ltd. Under scheme 
four non-competitive advertisers 
will take part in one-minute com- 
mercial. Spot showing four adver- 
tisers’ product will be filmed, cost 
quartered, and token sum for pro- 
duction charges added. 

Pilot films have been made. It 
may be possible to include a —_~ 
number than four advertisers 
any one spot. 

Televisuals Ltd. hope to receive 
permission to put plan into action 
from programme contractors shortly. 


Associated-Rediffusion Ltd. have 
announced plans for their women's 
mid-week programmes from the 
Lendon commercial television sta- 
tion. Daily programme is planned 
for 10.45 a.m. lasting for 30 minutes. 
This programme is important, say 
A-R, as they have discovered that 
more women leave their homes 
during the afternoons. 

Young housewives will have 
special programme three days a 
week. 

Women’s programmes will in- 
clude daily serial, regular features 


at their office at 180 Fleet Street. “London, ECs 
Clements Press Ltd 


Portugal St.. Kingsway 


Aidan Crawley, head of Inde- 

dent Television News, and Philip 

rté returned from brief visit to 
America. Mr. Crawley expected to 
hold press conference shortly to 
announce plans for news presenta- 
tion On commercial TV. 


“Picture Post” folder sent to 
agents and advertisers announces 
that “Heat and Light in Your 
Home” feature of last § mber is 
to be developed into a “Winter 
Warmth and Comfort” feature in 
the issue dated September 17, 1955. 

horizontal 


Merchandising 

tie-ups with trade press advertising, 
ys in stores and showrooms, 
retail shops will be carried out. 


At luncheon given by council of 
Manchester Publicity Association to 
mark retirement of Sydney Wicks, 
a member for 30 years and a past 
chairman, he ben | aes with 
silver cigarette cask 

Paul H. Brent, formerly senior 
marketing executive with Pepsi Cola, 
appointed to handle marketing and 
merchandising activities of "é. 
Royds Ltd. He will work closely 
with A. B. MacColl, head of 
agency's research division. 

Peter M. Eastwood, recently space 
buyer with Samson Clark & ‘=. 
Ltd. has joined Royds’ media 
department. 


June issue of “Handyman” to be 


Smedieys use TV 


Understood that Smedileys Ltd. 
planning extensive use of commer- 
cial TV for their canned products. 
Agents: Gordon & Gotch (Adver- 
tising) Ltd. 


New accounts for Frederick 
Aldridge Ltd. are: LIF Magnetic 
(mew sound-recording devices for 
films), Crystalate group (plastic 
moulding companies), Stancourt 
Sons & Muir Ltd. Invalid Tricycle 
Association, and John Grooms & 
Crippleage (using nationals and reli- 
gious press). Campaign using full- 
pages in national to be 
launched shortly for LIF magnetic. 


From June issue “Look and 
Listen” will reduce format to 9} in. 
by 7} in. Advertisement page rate 
reduced to £25 from £30. a 
tors, Cable Printing + Publishing 
Co., by ~ state that editorial con- 
tent of journal will be re-styled and 
scope widened. 


Norman Longle gy 
man and Seaney S. << 
managing director of the Federated 


pene a with the company since 
_1935, has been appoi ctor. 


“(Phone : Chancery e844) 


London, W.C.2 
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